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Rough Proofs 


The composite druggist, says 
Drug Topics, has a fountain 15 feet 
long, and eats up trade paper copy. 
No wonder he’s so good at the 
luncheonette business. 


F 


There’s a nice, simple way to 
startle the customers these days. 
Just run an interesting piece of 
product information and then stick 
a big headline at the top with 
these two words: FOR SALE. 


Maybe it is no longer news to 
you, but if you happen to be men- 
tioning the Canadian agency of 
Cockfield, Brown & Co., just re- 
member that the first name is pro- 
nounced Co-field. 


A lot of companies seem to be 
establishing new branches and 
trade connections in Mexico, and 
of course this has nothing what- 
ever to do with its increasing pop- 
ularity as a winter resort. 


Gladys the beautiful receptionist 
says that considering the large 
number of civilian passengers who 
are being kicked off planes now- 
— casualties are remarkably 
ew. 


Cereal manufacturers who are 
worried because people doh’t eat 
the hearty breakfasts of yester- 
year could solve their problems 
very easily by arranging with the 
weather man to dump two feet of 
snow on every householder’s front 
porch each morning. 


Merle Thorpe, Rough Proofs’ 
favorite rugged individualist, has 
left Nation’s Business for Cities 
Service, and the publishing busi- 
ness has lost one of its keenest 
minds and best golfers. 


Newsweek readers, the publica- 
tion says, are “mentally acquisi- 
tive,” but how about the lads who 
pore longingly over the luscious 
beauties in the movie magazines 
each month? 


Vv 
Kinsel’s drug chain says “nu- 
merous Detroit physicians are 


enthusiastically recommending AA 
to patients,” but it turns out to be 
a plug for Alcoholics Anonymous. 


VF 


A rose by any other name may 
smell as sweet, but somehow you 
don’t go for the initials of the Pub- 
lic Utilities Advertising Associa- 
tion when they are bluntly -pre- 
sented for your attention. 


This is going to be a tough sum- 
mer for Chicago baseball fans, 
who have been accustomed to hear 
broadcasts of the Cubs and Sox 
games over five stations and now 
will have to be content with two. 


“Having trouble getting the 
right man?” ask Personnel Con- 
Sultants,, who perhaps should be 
directing their innocent query to 
hat constantly frustrated female, 
Joan Davis. 


A woman seeking a secretarial 
Position via an AA classified ad 
offers “unquestioned references,” 
but experience shows that it pays 
to tip ’em off a little in advance. 

Copy Cus. 


Demobilization 
Office Urged by 


Senate Committee 
Would Set Policies 


for Reconversion 
of Industry 


Washington, D. C., Feb. 9.— 
Senatorial thinking on a legislative 
program to guide demobilization 
of American industry and business 
crystalized today around a com- 
prehensive report filed by the 
Senate postwar planning commit- 
tee, calling for an Office of De- 
mobilization to direct solution of 
the numerous problems that will 
arise in the reconversion of in- 
dustry. 

The report, signed by Sen. Wal- 
ter George, chairman of the fact- 
finding group, calls for Con- 
gressional sanction of numerous 
legislative proposals which would 
cut red tape and speed industry to- 
ward full employment in the post- 
war era. 

Pointing out that the problems 
are “so transcendent that the eco- 
nomic destiny of this country may 
well depend on their proper solu- 
tion,” the committee said that it 
did not believe that making plans 
for reconversion to peace would 
in any way interfere with the all- 
out mobilization record. 

The report said that studies of 
the committee “magnified the col- 
ossal size of the task” and “accen- 
tuated the need for matured and 
coordinated plans.” The commit- 
tee anticipated that the Army 
alone will cancel 100,000 prime 
contracts and that the government 
will own as much as $75,000,000,- 
000 in goods, as well as $15,000,- 
000,000 in plants. 


Suggests Broad Policies 


Warning that the postwar eco- 
nomic life of the nation must not 
be allowed to become dependent 
on Washington, the committee de- 
clared that the cutting of all red 
tape must be provided for in ad- 
vance, by the adoption of broad 
policies to guide the agency han- 
dling demobilization. 

The committee called for crea- 
tion of an Office of Demobilization, 
which for the duration would be 
subservient to the Office of War 
Mobilization. The office would 
function through established agen- 
cies, but would determine policies 
for the termination of contracts, 
sale of surplus property, and other 
matters. 

A special Congressional commit- 
tee of six would confer with the 
director of the Office of Demobil- 
ization on all matters’ of broad 
general policy, and would receive 
reports every 30 days on all deci- 
sions made by the office. The of- 
five would be supreme on all mat- 
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MEAT 


FOR YOUR DOG! 


sow give pour doe Bishic crumbled 
food cowry day wich fresh small pieces, easily mised wich 
U. Gom lespected polnm, pou can give your dog 
borsemen. THE ONLY FOOD OF 
ITS KIND IN AMERICA TO. comple knows 
DAY! For years thin called clement and your dog 
“Kewl bes used io seeds for Yor coms 
Amerie loremes: beooe more Gor ter pour 


KEN-|-BisKIT 
KEM-L-RATION 
HORSE MEAT BACK—Advent of the 
“baked in" is announced in this 400- 
line newspaper copy in 25 markets. 

Dog Food Back 
on Market Again 
calm which had descended on the 
dog food business after the intro- 
dog foods as a result of wartime 
container restrictions was smashed 
of Quaker Oats Company invaded 
25 major markets with 400-line 
fresh horse meat is now baked 
into Ken-L-Biskit. 
complete food every day with 
fresh meat baked in—pure, whole- 
inspected horse meat,” the adver- 
tising said, declaring that “millions 
been released to' dealers through- 
out the country. ‘Ken-L-Biskit is 
mixed with boiling water,” it 
added. “So now without ration 
every day.” 

Advent of the new meat product, 


new Ken-L-Biskit with fresh horse meat 
Horse Meat in 

Chicago, Feb. 10.—The relative 
duction of dried and dehydrated 
today as Ken-L Products Division 
newspaper copy announcing that 

“You can now give your dog a 
some, nutritious U. S. government 
of pounds” of the product have 
crumbled into small pieces, easily 
points you can give your dog meat 

(Continued on Page 55) 


War Bond Ad Bill 
Faces Showdown 
in House Soon 


Washington, D. C., Feb. 10.— 
Supporters of legislation for paid 
government war bond advertising 
will seek a final showndown in the 
House within a few days, follow- 
ing their success this week in win- 
ning a place for the Cannon bill 
on the calendar, overcoming one 
of the parliamentary obstacles 
preventing action on the bill. 

Action on the bill still was in 
doubt, however, for the war bond 
advertising measure still needs ap- 
proval by the rules committee, or 
support by two thirds of the mem- 
bers of the House, before it can 
come up for debate. 

As reported by the ways and 
means committee this week, the 
Cannon bill provides for $12,500,- 
000 to $15,000,000 in advertising a 
year in weekly, semi-weekly and 
tri-weekly newspapers in any 
community, and in daily newspa- 
pers in communities up to 25,000. 


Adds 400 Dailies 


In its reports on the bill, the 
committee pointed out that 400 
additional daily newspapers would 
be permitted to participate in the 
program as a result of the shift 
in the population marker from 
10,000, as provided in the Senate- 
approved Bankhead bill, to 25,000. 

Another change made by the 
committee would eliminate the 
Vandenburg amendment to the 
Senate bill, requiring that the gov- 
ernment receive the same dis- 
counts customarily allowed private 
advertisers who place copy direct. 

The new bill carefully defines a 
newspaper as “a publication hav- 
ing a general circulation and de- 
voted in the main to news of gen- 
eral current interest, which is 
printed and published not less fre- 
quently than weekly, and the cir- 
culation of which is principally 
within the community or county 
where it is published.” 

By adopting this definition, the 
committee attempted to narrow 
the definition of eligible newspa- 


(Continued on Page 57) 


franchises to carry the line. 


Home Products. 


Last Minute News Flashes 


Macy Plans Newspaper Drive for Drug Subsidiary 
New York, Feb. 11.—A campaign using large-scale newspaper copy 
is being planned by R. H. Macy & Co. to promote its drug subsidiary, 
Supremacy Products, Inc., handling Macy’s own drug products. Se- 
lected independent druggists throughout the country will be given 
The general sales manager of Supremacy 
Products is Daniel A. Sheaffer, formerly vice-president and sales man- 
ager of International Vitamin Corporation, a division of American 
Grey Advertising will handle the account, with 


Herschel Deutsch as account executive. 


North Star Sets Schedule for First Half Year 


Best Beauty Treatment.” 


Primes, a new vitamin B complex. 


Minneapolis, Feb. 11—Complete advertising plans for the first half 
of 1944 have been announced by North Star Woolen Mill Company. Half, 
two-thirds and full pages in color will be used in American Home, 
Cosmopolitan, Ladies’ Home Journal, and Life. 
feature motion picture stars and will adhere to theme, “Sleep Is Your 
BBDO, Minneapolis, is the agency. 


Vitamins Plus Runs Test for New ‘Primes’ 


New York, Feb. 11.—Vitamins Plus division of Vick Chemical Com- 
pany, which runs extensive advertising in all major media for Vita- 
mins Plus, one of the first multi-vitamins to be advertised, this week 
started a test campaign in the Times, Hartford, Conn., to introduce 


Ads will continue to 


Consumers are offered a free sur- 


prise gift upon writing to the company and stating whether or not 


they take vitamins, and the brand used. Advertising is placed direct. 


Stotter Named MacFarland, Aveyard V. P. 
Chicago, Feb. 11.—David W. Stotter, copy and account executive 


with MacFarland, Aveyard & Co., has been promoted to vice-president 


and copy chief of the agency. 


Book Promotions 
Slump; Paper Is 
Guarded Carefully 


Ad Space in Book 
Review Sections 
Also Dwindles 


By STEVE BOOKE 


New York, Feb. 9.—The War 
Production Board’s recent order 
preventing book publishers from 
assisting one another with paper 
supplies has precipitated a sharp 
curtailment in book promotion 
and, in many cases, has compelled 
publishing houses to cast aside 
lagging books so that available 
paper may be fed to proven best 
sellers, ADVERTISING AGE learned 
here this week. 

Formerly, although book pub- 
lishers were being allocated paper 
—the amount they used in 1942 
minus a certain per cent, which 
this year totals 25%—a house with 
a best seller could purchase addi- 
tional paper from another house 
with surplus stocks on hand, pro- 
viding the latter was listed as 
publisher on the title page. 

With this practice halted, there 
has been a general shift of adver- 
tising and promotional emphasis. 

The newspapers have likewise 
felt the paper pinch and book 
review sections have been forced 
to dole out precious advertising 
space. When a book publisher 
can squeeze his ad in, he must 
now think twice before deciding 
which of his titles to advertise. 


Papers Set Ad Restrictions 


Effective today, the New York 
Herald Tribune on its daily book 
pages will accept an advertising 
maximum of 125 lines on two 
columns with a five-day option 
and no guarantee, unless it is a 
book’s publication date. As yet 
there is no definite rationing plan 
for the Tribune’s weekly book re- 
view. 

The New York Times is also 
holding down its book advertisers 
and is trying to distribute avail- 
a space as equitably as possi- 

e 


This space shortage has book 
publishers, who previously favored 
advertising in the larger news- 
papers, fanning out into publica- 
tions located in cities outside of 
New York. 

Experiments with new authors 
are being curtailed, several books 
not of current interest have been 
shelved for the duration, many 
publishing houses, except in spe- 
cial cases, are contracting only 
for postwar publication, and the 
number of promotional pieces sent 
to booksellers has been drastically 
reduced. 

Raymond T. Bond, advertising 
manager of Dodd, Mead & Co., 
told ADVERTISING AGE that although 
his company must publish books 
for which it has contracts, many 
titles are being postponed. 


Curtails Promotion 


“Naturally,” he said, “it follows 
that when our output is cut down, 
promotion itself must be curtailed. 
Whereas we formerly circularized 
our booksellers freely, they have 
now been informed that since 
paper is limited it will be neces- 
sary vo request promotional pieces 
sparingly.” 

According to John S. Gallagher, 
advertising manager of Macmillan 
Company, his organization has not 
found it necessary to exchange 


paper. 

“Macmillan is complying with 
the government regulations,” he 
said. “We've had to cut down and 
redesign our books to fall in line. 
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and review copies sent out. 


informed 


May Use Smaller Papers 


Also there has been a reduction) advertising use of smaller publi-| practically entirely on sending out 
from 80-pound to 60-pound paper | cations.” 
stock.” 


Promotes Older Titles tion and selling methods 


not only the new title will be of 


interest. We think that many per- Competition Still Keen 


‘on sale’ copies. We'll be able to 
; Some of the book publishing! send very few free copies to the 

Alfred A. Knopf, Inc., reports! houses feel that there ought not|trade and wil cut down on the 
that it has had to slash consid-|to be as much advertising because | number of review copies sent. We 
erably the number of promotional | of the newsprint shortage, asserted | have an unusually strong list this 
This|S. P. Hunnewell, director of the|spring; our advertising is geared 
house has not been faced with the | Book Publishers Bureau. Many of|to back it up.” 
best seller problem since publica-|the companies, he added, have 


At Simon & Schuster, Albert R. 
“Berlin Diary,” 


conse-| reduced their budgets in order to| Leventhal, sales manager and sales 
quently Knepf has been able to} cooperate with the newspapers. 
parcel out its paper among sev- 
The company is avoid- 
ing contracts which call for cur- 
rent publication and 
mainly about postwar printings. 


promotion manager, declared that 
“naturally our advertising, promo- 
will 
. Crowell, president of | change in line with changing war 

is talking Company, said| conditions. Loss of personnel, 
 |that “wartime conditions in the|Shortage of materials and various 

By initiating physical economies, | pook industry have introduced one | cost problems will, from time to 
Doubleday Doran & Co. has been | significant change in our promo-|time, cause noticeable changes in 
volume as before, A. M. Runyon, |entirely upon an author’s new 
advertising manager, 
ADVERTISING AGE. 


Bennett A. Cerf, 
book, we have considered it a wise|dom House, averred: “We wi 
He said the|thing to advertise several books,| advertise our books as heretofore 
company’s advertising and promo-| perhaps by some established au-|—as long as we have any left to 
tion budget is about the same as/thor, at a time, in the hope that| sell.” 


sons are rediscovering old books,| Another slant was furnished by 
this new ruling will|and we are advertising accord-| Stanley M. Rinehart Jr., president 
affect book promotion, there are|ingly. More and more of this will| of Farrar & Rinehart, who claimed 
blems just as serious,”’| be done.” 


that “in spite of manufacturing 
“I consider the curtail- 


Emily P. Street, director of sales|delays and stock shortages, the 
ment of advertising space in the|and advertising, vouchsafed: “We| competition between the publish- 
New York Times and the Tribune|do not plan any reduction in con-|ing houses for public attention 
It will, I}sumer advertising or in trade| seems to be as keen as ever. 


It 
think, bring about widespread! advertising, but we have cut down! seems to me that if there is to be 


motion and advertising space, it 
will have to come from the news- 
paper publishers and not from the 
space buyers. I believe that all 
publishers will reduce the number 
and size of their posters and other 
selling helps, due both to paper 
shortages and lack of mailing 
facilities.” 

Reductions in posters, circulars 
and other dealer aids have been 
reported by Grosset & Dunlap, 
Hastings House and many other 
publishers. 

Robert H. Kelsey, publishing 
director of Whittlesey House, a 
division of the McGraw-Hill Book 
Company, disclosed that his com- 
pany is eliminating odd sizes for 
mats and is strictly adhering to 
standard sizes. He said: “We are 
making pretty certain the story is 
a good one before we put it in 
print. A great many of our con- 
tracts call for postwar publica- 
tions.” 


Retail Outlets 
Increase Use of 
Institutional Ads 


APRI 


BUILDING PROGRESS ISSUE 


LAST SPACE 
RESERVATIONS 
CLOSE 


March 15, 1944 


AMERICAN 
BUILDER 


Presents Report 
the MEN WHO 


eee THE PLANNING AND BUILDING 
eee THE SPECIFYING 
THE BUYING 


A realistic and constructive picture of after-war build- 
ing and after-war markets from a new point of view. 
Timely handling of these vitally important subjects 
assures a huge and keenly interested audience for a strong 
presentation of your sales story. Plan now to use extra 
space in the April American Builder, Building Progress 


Issue. 


TIMEL Y — REALISTIC— CONSTRUCTIVE 


THE WORLD'S GREATEST BUILDING PAPER 


A Simmons-Boardman Publication © 


105 W. Adams Street 
Chicago 3, Illinois 


AMERICAN BUILDER 


30 Church Street 
New York 7, N. Y. 


New York, Feb. 9.—An over- 
whelming number of retail outlets 
thus far this year, as compared 
with 1943, have increased their 
use of institutional advertising, 
while 80% feel that it will be to 
their definite advantage to con- 
tinue with less promotional copy, 
and only 20% believe that it will 
be more profitable to return al- 
most entirely to hard selling ad- 
vertising, according to a survey 
released here this week by the 
sales promotion division of the 
National Retail Dry Goods Asso- 
ciation. 

In a special bulletin reporting 
the results of this extensive check- 
up, material for which came from 
cities and towns in 32 states, Llew- 
ellyn Harries, manager of the 
NRDGA sales group, commented: 
“While the trend away from the 
use of newspapers is slight, 3.2% 
below 1943, and this drop can be 
partially accounted for by the 
newsprint shortage, it should be 
noted that radio has made a 1% 
gain, and miscellaneous advertis- 
ing, including window and point 
of sale display, is up .4%. 

“At the request of the WPB 
Office of Civilian Requirements, 
97.5% of the stores reporting have 
eliminated high promotional copy 
of the type that uses comparative 
prices, with emphasis on big 
sales and special events, vhile 
only 2.4% report that they are 
continuing to use this sort of copy 
appeal.” 

Mr. Harries said the survey also 
shows that, whether or not ex- 
tended curtailment of certain types 
of civilian goods will adversely 
affect advertising, volume in 1944 
is a case of “either, or,” for 50.4% 
believe that it will, and 49.5% are 
just as convinced it will not. 

The following shows the national 
averages in the percentage break- 
down of retail stores’ advertising 
budgets for 1943 and 1944: in 1943 
national averages for newspapers 
were 85.9%; radio, 4.2%; direct 
mail, 4.5%; others, 4.7%; in 1944, 
newspapers, 82.7%; radio, 5.2%; 
direct mail 4.5%; others 5%. 


Josephine Snapp Award 
Contest Closes April 7 


The Women’s Advertising Club 
of Chicago has set April 7 as the 
closing date for entries in its 
annual Josephine Snapp Award 
contest. Started in 1937 as a me- 
morial to Josephine Snapp, former 
president of the club and AFA 
vice-president, the competition is 
open to all women in advertising, 
whether or not they are members 
of an advertising club. A trophy 
will be awarded to the woman 
who, in the judges’ opinion, has 
made the most outstanding contri- 
bution to the profession during 
1943, and the presentation will be 
a feature of the AFA convention 
to be held at the Hotel Sherman, 
Chicago, June 4-7. 

Application blanks for contest 
entries may be obtained from 
Prudence Allured, publisher of the 
Manufacturing Confectioner, and 
chairman of the Josephine Snapp 
committee, 400 W. Madison St., 
Chicago. 


any reduction or limitation of pro- 
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Dr. Lyndon Brown 
Joins Stewart in 


Research Firm 


New York, Feb. 11.—With Dr, 
Lyndon O. Brown becoming a4 
partner, Paul W. Stewart & Asso- 
ciates, marketing and distribution 
consultant, will change its name 
to Stewart, 
Brown & As- 
sociates, effec- 
tive March 1. 

Dr. Brown, 
formerly vice- 
president in 
charge of re- 
search and di- 
rector of me- 
dia and re- 
search for 
Foote, Cone & 
Belding, New 
York, also has 
directed the 
research ac- 
tivities of a number of other agen- 
cies, including FC&B’s predeces- 
sor, Lord & Thomas, with whom 
he was associated for eight years, 
He also engaged in private mar- 
keting research consulting activi- 
ties. On leave as a professor of 
marketing at Northwestern Uni- 
versity, he is well known as an 
author in his field, particularly for 
his book, “Market Research and 
Analysis,” published in 1937. 

Mr. Stewart, who formed the 
present marketing research organi- 
zation in 1940, formerly was chief 
of the special trade study section 
of the Bureau of Foreign and Do- 
mestic Commerce. He received a 
Harvard-Bok advertising award 
for the creation of the first “Mar- 
ket Data Handbook of the United 
States,” and was research director 
and co-author of the book, “Does 
Distribution Cost Too Much?” 
published by the Twentieth Cen- 
tury Fund. 

Among other partners is Arthur 
B. Dougall, business manager of 
the organization. Johanna B. 
Cooke and Paul W. Atwood have 
been named junior partners. The 
organization has taken enlarged 
quarters in the RCA building, 
Rockefeller Center. 


L. O. Brown 


Inland Dailies Report 
‘43 Linage Gain 

Total advertising space sold by 
107 members of Inland Daily Press 
Association during 1943 amounted 
to 24,475,350 column inches, a gain 
of 1.2% over 1942, according to 
Inland’s 4th annual advertising 
comparison report. Participating 
members ranged in size from 2,800 
to 65,000 circulation. 

For the entire group, local dis- 
play copy was off 2.2% while 
national display gained 5.3% and 
classified 13.9%. 


Two Join JWT 

Arthur Hurd, formerly director 
of research for Newsweek, and 
Lewis Snyder, formerly with 
Tracy-Locke-Dawson, have been 
named in charge of media research 
and as a copywriter, respectively, 
for J. Walter Thompson Company, 
New York. 


NOW 


Send your entries 


for 
NATIONAL 
WAR-THEME 
AWARIIS 


Sponsored by 
THE MARTIN CANTINE COMPANY 


SAUGERTIES, W. Y. 
TO 


345 Madison Ave., New York 17, N. Y. 
Entries accepted up to April Ist. 
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magazine 


by 20 illion new 


Call it talent, genius or what you will—every blue moon brings a new kind of presen- 
tation which builds great audiences among the great mass of the people. 

Convincing memorial to that power is the current Broadway run of Shakespeare's 
“Othello; playing to its 29th generation. Shakespeare's plays still move millions after more 
than 300 years because his truths are as timeless and enduring as human nature itself. 

Some of these same basic principles of presentation are at work in a great magazine 


it 


with simple, basic, human emotions and problems. . 


today. A magazine which, only 25 years ago, was just another new title with only pub- 
lisher faith behind it. In a few short years, its simple credo and common touch built 
a multi-million audience, fostered the growth of millions more magazine circulation 
and influenced the pattern of other magazines, movies, radio, and newspapers. 

True Story follows this enduring and timeless formula: realism, sincerity. It deals 
. gives lift and heart to its 
millions of new readers. 

At no time in the country’s history has this touch with the common man been 
so needed, so rich in opportunity—be it for greater understanding or greater sales. For: 


THE COMMON MAN WELL INFORMED IS THE GREATEST FORCE IN 


PRODUCING THE AMERICA WE WANT. 


TRUE STORY 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE 
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War Dept. Plans 
fo Help Soldiers 


Start Businesses 


Trade Groups Okay 
First Project to 
Aid Ex-Service Men 


Washington, D. C., Feb. 10.— 
Thousands of new businesses, 
many of them owned by returning 
service men, are expected to 
spring up in retailing and other 
trades after the war, Washington’s 


postwar planners agree. 

The rush into business is ex- 
pected to be particularly strong 
among service men who will re- 
turn to civilian life with new skill 
acquired under military tutorage, 
and with ready cash saved in war 
bond allotments, special military 
bonuses and severance pay. 

Members of many of the Con- 
gressional committees which have 
studied the problem feel that sol- 
diers will react favorably to the 
independence that will be asso- 
ciated with owning their own 
business. Moreover, opening of 
new businesses would be encour- 
aged as a means of reabsorbing 
the ex-service man into the 
civilian economy with a minimum 
of disturbance. 

To protect the millions of serv- 
ice men who may come home 
determined to open their own 


businesses or own their own farms, 
the morale division of the Army 
Service Forces is studying the pos- 
sibility of producing a series of 
booklets, in cooperation with the 
Department of Commerce, ex- 
plaining the conditions newcom- 
ers are likely to find in a number 
of popular fields of business. 

The project has already been 
proposed to the Department of 
Commerce, and several sample 
booklets are in preparation. Offi- 
cials of certain trade associations 
who have been consulted have 
given approval to the project. 

In all, the series of booklets may 
include as many as 35 businesses. 
In general, the booklets would 
explain the conditions the soldier 
would find in the business; the 
amount of capital he should have, 
and other information designed to 
protect him from unnecessary risk. 


The books, prepared by top offi- 
cials of the Bureau of Foreign and 
Domestic Commerce, would favor 
creation of new businesses under 
proper conditions. 


See Good Prospects 


Officials expect that service men 
will want to open new businesses 
in order to share in the general 
consumers goods boom that will 
follow reappearance of goods on 
domestic markets. Since the gov- 
ernment is anxious to avoid the 
situation which followed the last 
war, where an influx of demo- 
bilized soldiers spread unemploy- 
ment during the first quarter of 
1919, planning for rehabilitation 
of soldiers is expected to become 
more important. 

As the number of demobilized 
service men increases, Congress 
will have to face the problems 


The POWER OF THE PRESS 


and their 


During the last seven years, Detroit’s 
women’s clothing stores and shops have 
placed more linage in The Free Press than 
in any other Detroit newspaper. 
after week, this newspaper handles the 
major portion of the important job of cus- 
tomer-winning and customer-holding for 
these important retailers to women. You 
too can be safely guided by the judgment 
of these stores in placing your advertising 
to reach 370,000 Free Press homes in the 
Detroit marketing area. 


The Detroit Free Press 


midnight or morning shifts . 
time for only ONE newspaper — The 
Detroit Free Press—on sale during their 

“at home” hours. 


offices and at home, prefer The De- 
troit Free Press for fashion news 
. and other news. 


| 


The DETROIT 


CLOTHING STORE LINEAGE 


SELLING POWER 


Two hundred thousand of Detroit’s 767,000 war 
workers are women. Because of the hours at 
which many of these women work . . . on the 


. . they have 


Yes ... war workers 


sister workers in stores, 


3 Die. 


Week 


IN WOMEN’S £ 


The DETROIT FREE PRESS 
‘TO INFLUENCE DETROIT'S 200,000 WOMEN WAR WORKERS 


\ 


FREE PRESS 


led Bus Hits - 


STORY, BROOKS & FINLEY, Inc., Natl. Representatives 
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involved in restoring veterans ty 
jobs equal or better than thoge 
they left. While the Selective 
Service law, and plans of indj. 
vidual companies theoretically 
provide for such reabsorption 
many dislocations are inevitabje 
For one thing, many service 
men will be unwilling to returp 
to their prewar jobs and will want 
to strike out for themselves. |p 
this class, the most striking exam. 
ple would be the former office boy 
who works up to a major’s com. 
mission, not too rare an event ip 
a war that has known 28-year-old 
colonels. 


British Rule Disliked 


The British recently adopted a 
rule that service men must be 
restored to their former jobs, or 
work which they could rightly be 
expected to hold as the result of 
promotions that would have oc. 
curred had employment not been 
interrupted. A complicated rule 
at best, most officials believe it 
would be unsatisfactory to Ameri- 
cans. 

Beyond the natural desire of 
Americans to be their own bosses, 
and achieve independence and 
security, military training is ex- 
pected to provide many skilled 
mechanics who will want to own 
their own service and repair shops, 
Since officials recognize that 
this trend is inevitable, they are 
already taking steps to protect the 
soldiers and help them along. 
While the War Department project 
is the first concrete step taken 
along this line, preferential legis- 
lation for service men, and simi- 
lar aids, are possible. 

One such measure, proposed 
several months ago, would have 
given service men a priority on 
surplus government property. This 
measure, introduced by Rep. 
Wright Patman, chairman of the 
House small business committee, 
suggesed that service men be 
allowed to purchase the property 
with war bonds. 


He “Noses Out” the 
East Bay Market! 


mart chatter and swing musi 
“know-how” are behind Bi 
Baldwin's successful “East Ba 
Club,” Mondays through Frida 
from 4 to 4:30 P.M. This glil 
young emcee with the big n0 
and the bigger following is 
proven buy. And because KGt 
has the largest East Bay audien¢ 
percentage, the Baldwin nos 
booms into plenty of Oaklaa¢ 
Berkeley and Alameda home 
Just another reason why the’ Sa! 
Francisco-Oakland radio pi 
has changed! 
Call your Blue Spot representative 
or write direct for full details 


SAN FRANCISCO OAKLAND 
$10 K.C. * 7500 WA TS | 
Blue Network Company.inc. 
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Modern Industry 


LUNCH TABLE 


Selected from February 15th, 1944 


try gets the chance of a life- 
time to start from scratch 
in getting the right people 
into the right jobs by utiliz- 
ing present knowledge of 
aptitude testing and apply- 
ing what is termed the psy- 
chological portrait. In this 
article, staff editor Art 
Pearce, shows how even 
small companies, which 
cannot retain a resident 
psychologist, or top-notch 


Conveyorized-Mass-Production 
There’s opportunity now for small 
plants, too, to pattern postwar 
manufacturing on the highly effi- 
cient, mechanized production-line 
methods of ‘the automobile’ indus- 


personnel director, can 


take full advantage of outside spe- 
‘cialist services at very modest cost. 


Ballotteer’s Viewpoint In 1942, im- 
mediately upon-our entry in the war 
following Pearl Harbor, Modern In- 
dustry supported the proposal for a 


National Service Act. » » When 
polled by MI in September 1942, 
industrial managers, regular read- 
ers of Modern Industry, voted their 
postcard ballots in favor of draft- 
ing civilians for war work. Their 
vote was 63.8% in favor—36.2% op- 
posing. » » But in November 1943, 


in a second MI poll, they voted 
against a National Service Act, 2 
to 1. » » Inthe February 15th, 1944, 
issue Modern Industry editorializes 
“Service Act Would Prolong War”, 
and states four sharp reasons why. 


New Way of Life by C.1.0. If you 
are watching the growth of “Co- 


operatives” to calculate its effect 
on postwar marketing, don’t pass 
up the unionized-education now 
going on, which is skilfully re- 
ported in “New Union Activities— 
Management Aid or Competition?” 
on page 46 of Modern Industry for 
February 15th, 1944. » » Loaded 
with dough, Union treasuries to- 
day are disbursing tremendous 
funds in new line activities, many 
with socialized slants which may 
help or may compete with man- 
agement. And it’s too soon to know 
which, says Kirk Earnshaw, MI’s 
Industrial Relations Editor, in his 
personally researched and pre- 
pared article on the new, and not 
very much publicized activities, 
which have been and are being 
undertaken by the UAW-CIO. » » 


36 issues of a unique industrial 
magazine have rendered ‘basic 
services to industry's management 
men. Modern Industry is three 
years old this month. With all 
publishers living in a paper-short 
world here is what Modern Indus- 
try is able and proud to report: 


In 1943, Modern Industry 
worked out its paper anemia so 
that the same number of monthly 
copies — 50,000, (distributed to 
31,500 of the most important man- 
ufacturing plants) carried 12% 
more editorial pages...that much 
more Opportunity to serve with 
live copy, staff-researched in the 
field by our staff-writers. 


try, reports Bill Blank, _MI’s 
Technical Editor, in his profusely 


illustrated ‘article—“Cutting Costs | 
With Conveyors”. orl page 38 of 
Modern Industfy,’ for February 
15th, 1944. » » New ideas, lessons | 
learned in war, are going into con- 
veying systems being planned for 
peacetime materials handling jobs. 
» » One of these systems will load 
100 box cars with refrigerators in 
16 hours. » » Another newly in- 
stalled conveyor system shortens 
the distance small parts travel in 
production, from more than a mile 
to a matter of only 1600 feet. » » 
Reconversion to peacetime work 
will provide a tremendous oppor- 
tunity for arranging plant layouts. 
» » This will go far to reduce han- 
dling expenses, which in many 
plants consume about 30% of the 
cost of producing manufactured 
articles. 


Square Pegs In Square Holes 
Greatest aid to industry in solving 
the number one postwar problem 
of employment is apt to be apti- 
tude testing, reports Arthur Pearce, 
MI’s Postwar Plans Editor, in his 
article “Prepare for the Postwar 
Manpower Shuffle” on page 51 of 
Modern Industry for February 
15th, 1944. » » How a man parts 
his hair or wears his ears are sched- 
uled to lose their oldtime effective- 
ness as criteria for hiring person- 
nel. » » The U. S. Army Bureau of 
Replacement has had the unique 
opportunity to work with a ten- 
million-man sample in perfecting 
its general intelligence tests and in 
building up scores to spot ability. 
While many of the army tests will 
not be immediately available after 
the war, Servicemen will at least 
have their test scores with them to 
serve as clues to finding quickly 
the right spots for them. » » Indus- 


To Speed Victory 
and...40-X 


During 1943, Modern Industry pub- 
lished more than 60 comprehensive 
feports, plus hundreds of shorter 
Pieces (all field-researched by the 
Staff-writers) which have aided 
American Industry to recruit and 
train new workers, to cut absentee- 
ism and turnover, to increase pro- 
duction per manhour, to conserve 
critical materials, to make new uses 
of abundant materials. 

Since June of 1942, when Modern 
Industry pioneered its 40-X theme, 
our staff-editors have researched and 
reported on postwar opportunities in 
Certain basic industries and foreign 
countries, covering case studies of 
Postwar planning on the part of 
leading, far-sighted cc ies which 
are accustomed to getting set first. 

A birthday note from you saying 
that you would like to subscribe to 
Modern Industry would be the swell- 
est way to help us celebrate our 
third anniversary. 


Whad’ya Mean... 


having Fun? 


iN EEPING uP with Industry on the move 


never was a cinch at any time. Today, 
with 40-X galloping closer, the problem of 
how to keep up with the present and im- 
pending future intensifies. And with more 
reading required, there is even less time 
available for it. 


That friends, is why three years ago this 
month our first (Feb. 15th, 1941) issue 
streaked across Industry's sky . . . followed 
by 35 more balls of fire, or call them comets 
if you prefer, that brought to management 
desks in 31,500 separate and most important 
manufacturing plants — skilfully selected, 
staff-written articles gauged for 50,000 re- 
sponsible men and 148,000* additional 
readers to whom these management men 
route copies of Modern Industry regularly 
each month after taking their own fill of 
the white meat. 


The easy way ® keep up with Industry on 
the move is to keep up with Modern Indus- 
Survey estimate 


try. We do the traveling for you. Our 16 
staff-editors are also 16 staff-field research- 
ers. What you read in Modern Industry has 
been researched by the men who write the 
articles . , . in non-technical words, fortified 
with story-telling pictures, charts, tables . . . 


As a consequence you, (dear reader, we 
hope) get better written, easier to read 
articles . . . designed and illustrated to tell 
you more in less time. 


You get Accuracy of fact and figure .. . 
checked and triple-checked in the field by 
staff-editors who just won't take one man’s 
word for any story. 


You get better subjects. Only traveling 
editors living in and with Industry can 
feel the pulse and sense the timing of the 
kind of articles Modern Industry prints. 


Common Understanding Opens All Doors 


Sales minded men like you recognize, of 
course, that your bosses, your clients, your 


fellow members of the board applaud plans 
and programs that are well rooted in a con- 
cise knowledge of the broad scene they 
know like the back of their hand. That kind 
of perspective is just exactly what you do 
get when you spend your very much ra- 
tioned reading time, a little bit of it anyway 
each month, with Modern Industry. Costs 
only $3.50 for a full year,too. How about it? 


Let’s see what the February 15th issue 
has for the sales minded 
() Prepare for Postwar Manpower Shuffle 
with Aptitude Testing. 1] Answers to Cut- 
back and Reconversion Questions, [] Ma- 
terials Handling: Cutting Costs with Con- 
veyors. [] New Union Activities: Manage- 
ment Aid or Competition. [) Acetate 
Plastics: Beautiful but Tough. [1 Plastic 
Package Protects Parts, Saves Manhours. 


Modern Industry 


347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street + 


ATLANTA 3: 1722 Rhodes-Haverty Building 


LOS ANGELES 14: 403 West 8th Street 
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Little Lulu Tells 
Wartime Story for 
Maker of Kleenex 


Separate Magazine 
Series Gives Lift 


to Womanpower Drive 


(Picture on Page 59) 


Chicago, Feb. 10.—Little Lulu, 
famous Saturday Evening Post 
comic character, has gone to work 
for Kleenex, telling readers via 
Puck—the Comic Weekly and 15 
independent comic papers that 
even though Kleenex production 
has been restricted, its quality has 
not been cut—and in doing so she 
is providing them with a chuckle 
or two. 

In taking on the job for Kleenex, 
the we creation of Mrs. Marge 
Buell of Malvern, Pa., sets a 


precedent, according to her spon- 
sor, who points out that while a 
number of comic paper characters 
have been employed in magazine 
advertisements, Little Lulu is 
probably the first magazine comic 
to blossom out in newspaper comic 
strip advertisements. 

Little Lulu made her Kleenex 
debut Jan. 30, and is scheduled to 
appear every four weeks in half- 
page color strips in preferred posi- 
tion on Page 2 of Puck and in one- 
third page color strips in the inde- 
pendent comic papers. Under the 
heading, “Here’s a Kleenex Pin- 
Up Girl for You,” she will be 
introduced to dealers in advertise- 
ments in the Feb. 21 issue of Drug 
Topics and the March issue of 
Department Store Economist. 

Meanwhile, in January weekly 
magazines and in February month- 
lies, the maker of Kleenex, Inter- 
national Cellucotton Products 
Company, has launched a drive to 
induce women to aid the war 
effort by enlisting in the women’s 
military services or by filling im- 
portant civilian jobs. The cam- 
paign is scheduled to continue 
through June, with half and two- 
thirds black-and-white pages ap- 
pearing in 21 womdn’s and gen- 


eral magazines. 

The series was prepared in co- 
operation with the War Advertis- 
ing Council. T. S. Repplier, gen- 
eral manager of the council, hailed 
the campaign as “an important 
war contribution,” and expressed 
the belief that “this demonstration 
of concern with a public problem 
will win for Kleenex more good 
will than could be secured by a 
purely product advertisement.” 

The ads devote but little space 
to Kleenex. Along with an illus- 
tration of the Kleenex carton in 
each ad is a brief statement de- 
claring that the my 4 is published 
in the interest of the war effort 
by Kleenex tissues and adding: 
“Paper, too, has a wartime job... 
that’s why there’s not enough 
Kleenex to go around. But re- 
gardless of what others do, we are 
determined to maintain Kleenex 
quality in every particular, con- 
sistent with government regula- 
tions.” 

Broadsides, reproducing some of 
the advertisements and letters 
from government officials com- 
mending them, have been sent to 
dealers. 

Foote, Cone & Belding, Chicago, 
directs the account. 


One newspaper is a daily intimate of 4 out of 5 families in Phila- 


Bacal delphia. It is read by Philadelphians, according to surveys, an 
average of 53 minutes daily. Its circulation is in excess of 600,000 
—Jlargest evening newspaper circulation in America. It is the lead- 
ing Philadelphia newspaper — has been the leading newspaper for 


39 consecutive years. One newspaper—and that newspaper is 
The Evening Bulletin. 


In Philadelphia — nearly everybody reads The Bulletin 


"But I've Never Worked Before ! 
~ what kind of war job could | do?” 


The More Women ot Work 
-The Sopner We'll Win! 


Vou con tobe ony Jeb... You con work in War Plant. . 


Of 


You con be a WAC or WAVE 


al 


or Newel Pre or pou? Ad 
in the of 
war wort by Kiegnesx® 


AIDS WOMANPOWER DRIVE — With 
half and two-third pages in magazines, 
Kleenex is doing its part in enrolling 
American women in vital war jobs. 


Booklet Features 
Local Industrial 


Ads in Dailies 


Detroit, Feb. 10.—How local in- 
dustrial advertising can be at- 
tracted and maintained on a con- 
sistent basis in newspapers was 
pointed up effectively this week 
in a 32-page booklet just published 
by the Detroit News. ~- 

Quarter and half-page industrial 
ads, published consecutively each 
Sunday since April, 1942, are re- 
printed in the booklet, with 85% 
of the copy having appeared ex- 
clusively in the News. The copy 
themes and style of the ads repro- 
duced are representative of the 
best technique in industrial ad- 
vertising, and typffy the varied 
part local enterprise plays in the 
life of the community and nation. 

With the coming of war, the 
booklet points out, the News, 
which every Saturday for 32 years 
had published a weekly industrial 
page, expanded the feature to two 
pages in its Sunday edition. Called 
“Detroit’s War Products Pages,” 
the feature carried editorial matter 
with cuts covering the continued 
story of the growth of Detroit’s 
war production. With the advent 
of newsprint rationing, the fea- 
ture was reduced to one page. 


Advertising Age, February 14, 


Civilian Output 
Down Only 8%, 
WMC Official Says 


Chicago, Feb. 9.—Insisting tha 
there never was much “conven 
sion” to war production in th 
country as a whole, Lawrence 4 
Appley, deputy chairman and ex. 
ecutive director of the War Map. 
power Commission, today told the 
American Management Associa. 
tion conference on industrial re. 
lations here that the term “recop. 
version,” is a misnomer. 

Despite huge increases in 
output, he said, production of 
civilian goods had declined only 
8% since 1939. Nonwar production 
in 1939 amounted to $87,200,000. 
000 and nonwar output in 1943 wa 
$79,900,000,000 measured by 194 
prices, he said. He added that i 
was safe to say that in terms of 
physical output w®é have main. 
tained civilian production at ap. 
proximately the same leve] 
throughout the past four years, 
He gave $67,000,000,000 as a war 
production figure for 1943. 

Mr. Appley cited these figure 
to illustrate the magnitude of the 
war manpower problem, and 
charged that “back to civilian pro- 
duction” was not a timely slogan 
for the country, stating that it was 
erroneous to think “manpower is 
over the hump.” He conceded that 
the argument which holds civilian 
production might well be resumed 
in communities where war output 
is curtailed or halted is “logical 
from one standpoint,” but asked: 
“If the manpower thus made avail- 
able is needed in other plants that 
are still making war products... 
are we justified in having that 
manpower engaged in the produc- 
tion of civilian goods?” 


Phillip Broughton 


Joins Young & Rubicam 


Phillip S. Broughton, director of 
the information service of the War 
Manpower Commission, and a vet- 
eran of 10 years in government, 
resigned last week to join the 
public relations department of 
Young & Rubicam, New York. 

Mr. Broughton entered govern- 
ment service as special assistant 
to the PVA chairman in 1933, and 
was later an economic analyst in 
the consumers division of the Na- 
tional Economic Council and the 
Department of Labor. In 1937 he 
directed the informational cam- 
paign for the U. S. Public Health 
Service for the venereal disease 
control program, and since 1939 
has been with the Federal Security 
Agency, which handles social se 
curity as well as the War Man- 
power Commission. 


Dunkak Heads New Unit 


E. B. Dunkak has been named 
manager of the newly formed 
Process division of the Davison 
Chemical Corporation, Baltimore. 
The new division is designed t 
offer the chemical, petroleum, steel 
and allied industries complete de- 
sign and equipment services. 


tion to cover 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chica 


. offers advertisers a new and highly responsive 
) market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 


cally and efficiently. 


— With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kanes+ 
Angeles, Memphis, New York, St. Louis, Sen Francisco, Seattle. 


newspapers, 


Chicago completely, economi- 
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Survey Shows Readers Will Broaden 
of 
Their Lines Equipment! 
at it 

a The DOMESTIC ENGINEERING reader is is a reprint from the current issue of 

vel in business today, selling what is available DOMESTIC ENGINEERING which summar- 

bs and servicing equipment of many types and _ izes a portion of a recently completed survey 

“the makes. (Your own product, doubtless.) among wholesalers to determine what items 


DOMESTI 


ere Your 


ENGINEERING 


and . 
pro- G reader, they intend to make available to DOMESTIC 
wa ENGINEERING readers in the post-war 


x is who has maintained his business throughout 


a priorities, is the only well qualified outlet Period. 
real immediately available to you upon your re- For full details as to how DOMESTIC 
rail conversion to the civilian market. ENGINEERING PUBLICATIONS can be of 


If you do not already know him (and if he 
does not know you) you should get acquainted 
with the DOMESTIC ENGINEERING reader 
now ...without further delay. 


assistance to manufacturers who are planning 
for the post-war era and for a complete report 
of the above survey, write to DOMESTIC 
ENGINEERING, 1900 Prairie Avenue, 
Chicago 16, Illinois. 


The material reproduced below 


FIRST AWARD TO DOMESTIC ENGINEERING 


The plaque at left shows first award to DOMESTIC 
ENGINEERING for best series of articles and edi- 
torials published in 1943. Leading business papers 
throughout the country competed. Over 290 entries 
were made for this high honor. This is the third 
year DOMESTIC ENGINEERING has won award. 
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Thorough jobber survey 
shows items wholesalers 
went to make available 
to contractor-dealers in 


Reade 
Product lines forecast 


At right is a reprint from the cur- 
rent issue summarizing in part 
DOMESTIC ENGINEERING’s re- 
cent survey of wholesalers. As a contractor-desler find, in int cootais 
indicated by this survey manu- Returns Tron int sell to buitg extra and plus items Pleasing rece,” 
facturers will find in the DOMES- 
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gressive outlet for all plumbing, exceptionally i ot in part, below eee sampling of 709 
heating, air conditioning and Im the Postwar problems still coming 
allied products and appliances. Plumbing supplies primary Made t0 elim 
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More Canada Pulp 
Needed to Avert 
‘AA Paper Crisis 


WPB Officials Are 
Encouraged Over 
Prospects of Aid 


Washington, D. C., Feb. 10.—A 
losing fight to balance supply and 
demand in pulpwood and wood- 
pulp is currently conceded by gov- 
ernment officials, who admit that 
new Canadian pulp supplies will 
be needed if this country is to 
produce the paper, containers and 
other wood products which are 
essential for the prosecution of the 
war and maintenance. of the 
civilian economy. 

In a report on the outlook for 
1944, the Department of Com- 
merce said this week that 16,200,- 
000 cords of pulpwood would be 


needed this year to maintain pro- 
duction at the rate planned for 
the first quarter. Total expected 
receipts for the year, including 
imports, will be only 13,102,000 
cords on the basis of available in- 
formation, the Department said. 

Despite these gloomy predic- 
tions, and similar statements by 
WPB officials before industry ad- 
visory committees, most officials 
believe that a balance in pulp sup- 
ply and demand will be achieved, 
probably through an increase in 
the woodpulp supply. 


Expect Canadian Help 


Top WPB officials came away 
from a conference with Canadian 
representatives here yesterday 
considerably encouraged over the 
prospects of increased supplies 
from the great Canadian wood 
reserves. While no statement was 
made on results of. the meeting, 
it was understood that the Cana- 
dians promised full cooperation in 
meeting the problem. 

With the, graphic arts industry 
already reduced to 75% of its nor- 
mal paper supply, the next adjust- 
ments will be felt in wrapping 
papers and containers, officials be- 
lieve. Industry has already’ been 


warned that all quality standards 
in paper will be relaxed, and fancy 
finishes eliminated. 

In this serious situation atten- 
tion was again focused On the 
possibility of imports of paper 
from Russia. The Russian project 
had been referred to the White 
House by Rep. Lyle Boren, chair- 
man of the House newsprint com- 
mittee. Rep. Boren said today 
that President Roosevelt had 
promised to make an investigation 
of the situation. At the same 
time, however, Harold Boeschen- 
stein, director of the WPB forest 
products division, said that Rus- 
sia would willingly cooperate in 
such a program, but lacked the 
manpower. 


Boren Readying Report 


The Boren committee, which has 
studied newsprint and grade label- 
ing for almost a year, has com- 
pleted its hearings, and is now 
compiling a final report and 
recommendations. 

The committee has. already 
guided the rewriting ‘of WPB 
paper limitation orders to. reduce 
the amount of paper granted on 
appeal, and has used its influence 
to amend tariff-regulations to per- 


Pachaging’s such a big market that it takes a big man to see it 
entire. + It is a market of industries: foods, drugs, cosmetics, hardware, 
etc., in which packaging is a key operation. + Packaging plants look 
different: you will see in them machines that fill, pack, seal, carton. 


Inventories are pregnant with packages —cartons, boxes, jars, bottles, 
vials, barrels, cases, bags, sacks and others. * Some companies pack 
mynany different items, others go the whole hog on one. Most have 
enllire departments including labs given to the economics, sociology, 


chemistry @nd. physics of packaging. » In most of them you will find 
several packaging @Xeeutives who read MODERN PACKAGING regu- 
larly. » These men and their companies form & cohesive market 
which is not an industry, but many industries with a common 
set of problems. + Their annual package purchase has been estimated 
at $4-$5 billion a year. Their problems are answered by a large 


group of supply industries of which yours may be one. + The largest | 


suppliers are, in great part, advertisers in MODERN PACKAGING. 
This magazine has a measurable effect in keeping contact between 
them @ the packaging field. MODERN PACKAGING might help you 
relate your goods & services with the broad problems of packagers. 


MODERN PACKAGING MAGAZINE 


122 EAST 42nd STREET «> NEW YORK 17, N. Y. 


te 
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mit free entry of 28-pound news- 
print. The committee has also 
watched selective service regula- 
tions affecting woods workers, and 
War Manpower Commission efforts 
to get men into the woods. 

Rep. Boren appeared: at hear- 
ings of the House military affairs 
committee yesterday supporting 
the Philbin bill providing for de- 
ferment of all woods workers. At 
hearings on this bill, which ran for 
three days, representatives of the 
paper and lumber industries 
warned that they were faced with 
a crippling manpower shortage. 

E. W. Tinker, secretary of the 
American Paper & Pulp Associa- 
tion, said that a disastrous situa- 
tion in paper products would re- 
sult unless Congress acts to over- 
come the manpower shortage in 
the woods. The Philbin bill was 
opposed by representatives of the 
selective service system whio ar- 
gued that the committee was open- 
ing the way for special pleas from 
other essential industries which 
likewise’ had serious matipower 
problems. 

.Packaging aspects of the. pulp 
shortage continued to alarm of- 
ficials.. here this week, with a 
warning from Arthur D. White- 
side, director of the Office of Ci- 
vilian Requirements, that retail 
shoppers must expect fewer pack- 
age wrappings this year. 

Reporting that production of 
wrappings would be only 50% of 
1942, Mr. Whiteside said no store 
should be subjected to criticism 
because it is sometimes unable to 
supply as much wrapping as the 
competitor across the street. 

Mr. Whiteside said that adequate 
supplies of butcher paper, a mod- 
erate supply of paper and variety 
bags for general purposes, and 
enough big bags for groceries are 
in prospect. Shopping bags should 
be used repeatedly, he said. Fold- 
ing boxes for apparel purposes 
will be less than the peacetime 
supply. 

Meanwhile, WPB industry ad- 
visory committees shared the ship- 
ping container problem. Glass 
container manufacturers; for in- 
stance, adopted a resolution warn- 
ing that unless sufficient news- 


BUY AN EX7RA BOND TODAY 


CHASES DIRT AGAIN—The Old 
Dutch Cleanser trademark, toned down 
in recent advertising, is waving her 
club again—this time in a special 4th 
War Loan ad in which she is helping 

to clean up the enemy. 


board, pulpboard and kraft are 
available for closure liners, it will] 
be difficult~for their industry to 
fill its 1944 requirements. _ 
* Pointing out that ‘about -70% of 
glass containers require paper 
liners to seal the containers, the 
resolution asked 12,000 tons of 
newsboard; 6,500 tons of pulp- 
board and 5,600 tons of kraft. 

The status of the paper and 
wood shortage was highlighted 
Saturday when WPB agreed to the 
use of 5-gallon steel drums for 
paint, varnish and lacquer, to re- 
place small wooden and fiber con- 
tainers. Though the steel pails 
will be subject to strict regulation, 
the ruling showed that WPB ranks 
the container problem above what 
was formerly a critical metal, and 
is still a major war material. New 
restrictions on cellophane for pack- 
aging and wrapping were adopted 
by WPB forbidding use of the 
product for retail decorative “point 
of sale” packaging. 

Cellophane has been strictly 
regulated by L-20 for some time, 
its use prohibited for 26 purposes, 
including drugs, candy, canned 
goods, flowers, and others. 


results are bound to be greater. 


Sounds like a good trick if you can do it? 
Bayonne—by using The Bayonne Times as your medium. You 
can, because The Bayonne Times covers the Bayonne market 
with a dense, concentrated circulation not remotely approached 
by the metropolitan dailies from nearby New York. 


We have a real story to tell you. 
Have our representatives give you the 
full details. 


BAS 


OW ret tn 


Get your story into the majority of the homes at the same time. 
Not into just a few now and a few more a week or two from now. 
When everyone is thinking about your product at the same time 


CANNOT BE SOLD FROM THE OUTSIDE 


BAYONNE TIMES 


National Representatives, BOGNER & MARTIN 
295 Madison Ave., New York % 540 N. Michigan Ave., Chicago 


You can — im 
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= If Mailed in the 
United States 


The American Magazine for March 
a is a perfect example of the unique 
me editorial character of “the happy me- 
dium to America’s middle millions.” 
Observe its articles. Authored by 
authorities, they are sharply slanted 
at the individual and his problems.. 
problems that have their roots in 
significant national and international 
issues. Observe its fiction .. . two 
complete novels, nine short stories, 
by the greatest names in contempo- 
rary fiction. Is it any wonder that— 


3 out on the newsstands .. . with 
millions of readers passing on their 
q copies to others. 


2.That it wins and holds an audience 
no other magazine can match; the 
above-average, aspirational mil- 
lions . . . whose ambitions make 
and shape markets. 


1. The American Magazine is a sell- 


WHAT THE PUBLIC 
MUST BE TOLD 


by PALMER HOYT, FormerDirector 
Domestic Branch, O.W.!. 


Was this article by Mr. Hoyt re- 
sponsible for the release of the 
brutal story of Bataan? And do we 
know the full story yet? Last 
week’s report stated that “5,700 
American soldiers were killed”, but 
Mr. Hoyt says the truth is that 
“the Japs murdered most of the 
50,000 prisoners.” This article is 
“must” reading for every American. 


THE CROWELL-COLLIER PUBLISHING 


a, 


COMPANY... 250 PARK AVENUE, NEW YORK 


happen here, you say? Don’t be too sure. Bigotry, like a cancer, 
is spreading throughout America. War-inspired passions are 
warping our judgment. Agitators are active. Race riots, assaults 
on groups and individuals because of racial and religious dif- 
ferences, desecration of synagogues and churches, attacks on 
our foreign-born—these are all symptoms of this malignant 
disease that Archbishop Spellman brands as un-American in his 
stirring article in the March issue of The American Magazine. 


BIGOTRY 
IS UN-AMERICAN £ 
by ARCHBISHOP Z 


FRANCIS J. SPELLMAN 


\ 


\\ 


~ 


If this country of ours is to remain a 
prosperous, human, humane homeland 
in a world where millions are homeless, 
each of us must purge his head and heart 
of all selfishness, harshness, injustice 
and contempt. Read why America can- 
not tolerate intolerance. Discover why 
bigotry is more widespread and viru- 
lent than ever before in our history. 


|, = got his start because German businessmen tolerated 
intolerance. Look what happened to German business. It can’t 


17, N. Y. 
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Soybean Products 
field Is Invaded 
by General Mills 


sion. He has shared in develop- 
ment of special soybean oils and 
extracted soybean products, and in 
the manufacturing of a line of soy- 
bean flours, proteins and lecithins. 

Preferred stockholders of Gen- 
eral Mills recently voted approval 
of issuance of $20,000,000 worth of 
10-year sinking fund debentures. 
Harry A. Bullis, president, said 
proceeds from the issue will be 


Minneapolis, Feb. 10.—General used primarily to extend the com- 
Mills, Inc., served notice this week | Pany’s large research program and 
that it intends to be an important | to develop new plants recently ac- 
factor in the soybean products| quired. Among these are the Bel- 


the Purity Oats Company, Keokuk, 
Ia., and Consolidated Elevator 
Company, Duluth, Minn. 

A postwar planning committee 
representing General Mills’ 14 
divisions has spent more than a 
year surveying postwar prospects, 
Mr. Bullis pointed out, and the 
new financing will be necessary to 
capitalize adequately on _ these 
prospects. 


Bank Appoints Lewin 
The First National Bank & Trust 
Co., Montclair, N. J., has named 


Gets Avoset Account 


Beaumont & Hohman, San Fran- 
cisco, has been named to handle 
the account of Avoset, Inc., San 
Francisco, producer of Avoset, a 
“stabilized” dairy cream, bottled 
in two types, one for general table 
use and the other for whipping. 
Because of wartime restrictions, 
sales of Avoset are limited to 
Alaska and Hawaii, where news- 
papers and radio are being used. 
However, plans for postwar na- 
tional distribution are being de- 
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Mrs. Ewing to JWT 


Mrs. Elaine Ewing, formerly 
with OWI for two years as assist. 
ant chief of station relations ang 
editor of the “Women’s Radio Wary 
Program Guide,” has joined J 
Walter Thompson Company a4, 
assistant to John Heiney, who re. 
cently opened the agency’s new 
radio office in Washington, D. ¢ 
She will aid in obtaining talent 
and in writing and production on 
Thompson shows, particularly the 
Owens-Illinois “Broadway Mati- 


field, already invaded by other 
leading, flour and cereal makers. 

Whitney Eastman, president of 
the company’s vegetable oil and 
protein division, announced that 
priorities have now been secured 
for the complete installation of 
General Mills’ first soybean proc- 
essing plant using the continuous 
solvent extraction process. Pres- 
ent plans call for processing oper- 
ations to start early this summer 
at the Belmond, Ia., plant, and 
storage facilities for half a million 
bushels of soybeans also are under 
construction. 

Walter E. Flumerfelt, a veteran 
in the soybean business who joined 
General Mills last July, has been 
appointed manager of operations 
for the Belmond unit. He oper- 
ated his own plant at Monticello, 
Ill., starting in 1929, was a mem- 
ber of the original National Soy- 
bean Oil Manufacturers’ Associa- 
tion, and in 1936 became general 
manager of the Soy Bean Process- 
ing Company, Waterloo, Ia. He 
joined the Central Soya Company 
group in 1942, resigning to become 
a research executive with General 
Mills the following year. 


Names Technical Director 


The company also announced 
the appointment of Wilbur L. Tay- 
lor, formerly manager of the 
Archer - Daniels - Midland Com- 
pany’s soybean processing plant in 
Chicago, as technical director of 
the vegetable oil and protein divi- 


ONLY A.B.C. Diesel Magazines 


— the Diesel industry is de- 
voting all its great engineering 
talents, manufacturing facilities 
and productive skills to making the 
Diesel engines needed to win the 
War. These engines are used in 
ships, tanks, trucks, locomotives 
and in power plants throughout the 
world: They are for the Army . . 
the Navy . . Lend Lease. 

The day the War is over new 
commercial vessels and pleasure 
craft will be in demand, War cre- 
ated deficiencies in power, industry 
and transportation must be elimi- 
nated. 

It will be the job of the Diesel 
industry to meet these demands by 
stepping from War-time production 
to Peace-time operation. Unlike 
most industries now 100% in War 
work, the Diesel industry will ex- 
perience no conversion delay—the 
Diesels used in winning the War 
today are the same, except for an- 
ticipated improvements, that will 
furnish cheap, reliable power to- 
morrow. 

Now is the time to become iden- 
tified with the Diesel field in all 
its ramifications by advertising in 
the world’s only A.B.C. Diesel 
magazines 

DIESEL POWER & DIESEL 

TRANSPORTATION 


MOTORSHIP 


ASK FOR COMPLIMENTARY COPIES OF 


PUBLICATIONS, INC. 
LEXINGTON — 


YORK 16, N.Y. 


mond soybean processing plant, 


A. W. Lewin Company, Newark. 


veloped. 


nee,” and RCA’s “What’s New.” 
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What is this thing called ‘Radio? 


HAT is this thing called radio? 

Is it that magical box of wood 
and wire and tubes and dials? ... 
Yes ... but radio is more... much 
more. 


Radio is the farmer at eventide — 
his eyes glancing apprehensively to 
the sky. 


It is the mother, with “V” mail 
overdue, every fiber of her being 
eagerly awaiting word of the 5th 
Army. 


Radio is music at the close of a 
hard-pressed day. 


It is the speech in the town hall— 
given a national audience. 


Radio is song and literature and 
statecraft—letters and manifestoes 
brought to the intimacy of your liv- 
ing room for you to hear, digest, 
accept or reject. 


It is the plaint of people who are 


suffering and the glorious voices of 
free men released from slavery. 


It is the cry of hunger across the 
seas and the song of plenty in America. 


Radio is life. 


It is around the corner—it is na- 
tional—it is global. 


Radio is America—with sound. 


Listen! 


LL the talents and skills and 
facilities of the stations of the 
Blue Network are dedicated to one 
single, impelling task—to furnish a 
bridge between the world and you. 
For you are the compelling power of 
the world. You cause world leaders 
to sit through long hours putting 
thoughts into ringing words for radio. 
You impel writers to work with 
words that will make you laugh. 


THIS IS THE 


You are the reason actors step to 
the microphone and pour out every 
ounce of their talent. Yes—every 
second of radio broadcasting from 
every spot on the earth is directed 
at you. And so you are the power 
that gives direction to the Blue 
Network—and to the world. 


o better evidence of the impor- 
N tance the Blue Network places 
on the relationship of its life to yours 
—is the fact that among the Blue’s 
musical activities you’// hear: 


The Metropolitan Keepsakes 
Opera The Boston Symphony 
Early American Greenfield Village 


Dance Orchestra Chapel Service 
Metropolitan Audi- The Spotlight Bands 

tions Paul Whiteman 
Lower Basin Street Meet Your Navy 
Musical Steelmakers Morton Downey 
Guy Lombardo Nancy Martin 
Horace Heidt Lou Bring 


Add to all this— Comedy, Education, 
News, Drama, Forum! 
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More Mutual Affiliates Heads Michigan Group |To Make Sports Goods Hooker to Go on Air Wilson to ‘Journal 
rl W. Webb McCall, publisher of In a four-page folder distributed Placed through Goodkind, Joice} Alex F. Wilson, formerly senior 
st Accept New Contract the Isabella County Times-News,|to sporting goods dealers, H. D.|& Morgan, Chicago, a spot radio| industrial representative of the 
and Three more Mutual affiliates| Mt. Pleasant, has been elected|Gihon, Inc., Trenton, N. J., has| advertising campaign will be/| state planning board of the Penn- 
Nar have accepted the new standard | president of the Michigan Press| declared that its full productive launched about March 1 by the|sylvania Department of Commerce, 
J, affiliation contract drafted by the| Association, succeeding George | capacity is no longer required by Hooker Glass & Paint Mfg. Com- | has joined the Farm Journal & 
as network last November (AA, Nov.| Osborn, publisher of the Evening | the government and that it will| Pany, Chicago, over six Midwest| Farmer’s Wife, 
reef 92, 43). They are KLO, Ogden, | News, Sault Ste. Marie. have golf bags and sport luggage | Stations. pa Me no ee Jad distribution 
lew Utah; KWFC, Hot Springs, Ark.; an is to offer in 1944. The brochure problems in the 5 oa field, laying 
Cf and WJPR, Greenville, Miss. Aaron Joins ‘McCall's outlines the policies under which| Takes Persons’ Accts. oetiaier apiece cn con 
lent Mutual has added a new out-| wijjiam H. Aaron has joined the | the company will again manufac-| Gano, Wilhelm & Laughlin Ad-| likely to face advertisers after the 
ong’ let, WRGA, Rome, Ga., which | aqvertising staff of McCall’s, with | ture and sell merchandise and de-| vertising Agency, Houston, Tex.,| war. 
the will operate as a member of the/| headquarters in Chicago. He was| scribes the fire fighting suits and/has taken over all accounts of 
ati-—§ network as soon as line facili-| formerly with the western sales|life preservers Gihon is making | Persons Advertising, Houston, ef- 
” ties are made available. staffs of Newsweek and Aviation. | for the armed services. fective Feb. 1. »-* 
high 
| 
| 
| water 
| | 
O your left is a reproduction of the first advertisement in The BLUE 
Network’s new national advertising campaign—planned to run the year- 
round in newspapers and magazines clear across the country—and on the air 
over BLUE stations—in recorded spots by Milton Cross and Hugh James. 
. . . . . > 
Why are we doing it? Can advertisers derive any benefit from it? And if so, what we intend 
keeping 
quality 
FirRSTt: We believe (and anyone who has followed broadcasting’s history in the t th 
past three years will agree) that Radio needs an over-all job. Not just a series a e 
: of program ads. But a campaign that will talk radio in close-to-the-heart terms. same 


ry This is it. 


m pitch 


NEXT: We tell the listening public that we mean to serve them in more and better 
that has 


made this 


eS tions. And we hope th i ill get le t d ime li i 
- pe the campaign will get people to spend more time listening the leading 
' to The BLUE. 


ue ways than ever before. 


THIRD: We will establish greater recognition of The BLUE and its affiliated sta- 


newspaper 
of its 


field for 


more than 


FOURTH: By doing this, we increase the audiences to our programs; we hike our 
ratings; we do a better job of delivering buying power to our advertisers. We do 
s ourselves a lot of good—but (and this is more important in the long run) we do 
our advertisers a lot of good. We deliver more for their money — more listening, 
better ratings, more sales, more value for every dollar they invest in The BLUE. 


" These were the big points in the thinking behind our national campaign. They 


50 years 


can all be wrapped up in this one phrase— t+ 


THE Plue IS GETTING TO BE A BETTER BUY EVERY DAY 
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Small Business and Taxation 


With all of the attention now 
being given to the necessity of en- 
couraging small business, the 
backbone of the American com- 
mercial structure, and particularly 
aiding returned service men to 
engage in business for themselves 
when they return from the war, 
there should be considerably more 
emphasis, it seems to us, on the 
necessity for encouraging enter- 
prise by a change in the national 
tax policy. 

The history of commercial de- 
velopment in past generations has 
been that small enterprises grew 
and expanded by plowing earn- 
ings back into the business, thus 
enabling them to grow rapidly 
without the necessity for calling 
on outside capital. The Ford 
Motor Company has frequently 
been cited as a classic example of 
a business starting with limited 
capital and growing to great pro- 
portions because it was able to use 
its earnings for expansion and 
development purposes. Such a 
growth would be impossible under 
today’s conditions. 

Some groups concerned for the 
maintenance of the characteristic 
spirit of enterprise in America 
have felt that perhaps there has 
been a waning of the old-fashion- 
ed ambition of young men to start 
their own enterprises and to de- 
velop them to important propor- 
tions through energy and thrift. 
We do not believe that the tem- 
perament of American business 


men has changed, but it is obvious 
that the opportunities for small 
business men to start new enter- 
prises and nurse them into larger 
and more successful industries 
have declined to a dangerous de- 
gree. 

The attractions of young and 
speculative enterprises to “risk 
capital” are limited because of the 
difficulty of assuring adequate re- 
turns. Thus it is harder for the 
ambitious young man to get 
started. If he does get under way, 
heavy corporate taxes, and espe- 
cially excess profits taxes, make it 
difficult or impossible to build re- 
serves necessary for expansion. He 
is handicapped both in initiating 
his enterprise and in building it to 
the limits of its possibilities. 

Capital finds older, larger and 
more firmly established businesses 
far more attractive for investment. 
The latter, with established rec- 
ords of earnings, are not hit so 
hard by excess profits taxes, and 
already have the reserves needed 
for any necessary expansion. Their 
access to the capital markets is 
easy and relatively inexpensive. 

If we are to have a revival of 
enterprise, in the full meaning of 
the word, our national policies 
must be changed so as to justify 
both the risk and the effort needed 
to initiate and expand the busi- 
nesses which are needed to carry 
on the traditional American story 
of progressive development of 
commerce and industry. 


How’s Your Sales Punch? 


The trend of the times is defi- 
nitely in the direction of more 
goods for the civilian population. 
Basic materials are in greater sup- 
ply, labor surpluses are emerging 
in many markets, and the situation 
is therefore rapidly developing to 
the point where products can be 
made for sale to civilian users in 
larger volume. Thus many com- 
panies which have been selling 
exclusively to Uncle Sam _ will 
gradually find themselves seeking 
normal business from their regular 
trade and from individual consum- 
ers in industry and homes. 

But what has happened to the 
sales organizations which formerly | 
were keyed to the job of moving | 
the goods? Where are the dis- 
tributors and dealers who for-| 
merly handled the line? Most of 
them are still in business, for they 
have made a remarkable record 


of resisting the forces of disinte- | 


dicted would put a high percent- 
age of them out of the running. 
But have manufacturers main- 
tained the sales contacts which 
are necessary as the basis for the 
trade enthusiasm which will have 
to be put behind merchandise, 
once it is again available to the 
public? 

There is a lot of talk about eager 
buying and the ease with which 
goods can be sold. This is true, in 
general, but it will be found, once 
competitive sales situations de- 
velop, that preferences will still 
be exercised both by merchants 
and consumers. Thus the old sales 
and advertising punch, which has 
been so carefully withheld in the 
past few years, will have to be 
given plenty of training and ex- 
ercise if we expect to take ad- 
vantage of the potential demand 
we shall be experiencing in in- 
creasing measure during the com- 


gration which the experts pre- | ing months. 


"And look at this lovely large, barnlike 


—Lichty, Chicago Times 


kitchen! Plenty of space to cram in all 


those fancy postwar kitchen gadgets they're planning.” 


Ad of the Week 

This Des Moines Railway Com- 
pany advertisement in the Jan, 26 
issue of the Des Moines Tribune 
has good reason to be called the 
Saddest Ad of the Week. It is sad 
because it demonstrates again that 


$100.00 
REWARD 


The Des Moines Railway Company will pay $100.00 
for information leading to the arrest and conviction 
of any person tampering with its operation or destroy- 
ing its property. 


Parents and Teachers of Des Moines 


January 
built bonfires in a gaso- coach fall of 
line motor coach directly holes. 
over the gas tank can January 14. Windows brok- 
containing twenty gallons en. Six light bulbs stolen 
of gasoline. Had an ex- from street car. 
plosion occurred, many 14. Six-inch 
people would have been 
killed. children only on bus— 
Ingersoll Line. 
January 19. Bolts placed in 20. Seat cut so bad- 
switch on the Urbandale ly it was destroyed—In- 
Line derailed = street dianola Line. 
car, Several people in- January 21. Seat cushion 
ured. 
We heave hed great other cases of 
w glass broken bulbs stolen, seat 


proceed with the only course open to us. 


DES MOINES RAILWAY CO. 


America’s youth is too easily led 
| into paths of vandalism, with too 
little differentiation between “in- 
/nocent fun” and malicious mis- 
ichief. It is sad too, because the 
vandalism of youth always poses 
an especially knotty public rela- 
tions problem. You can’t hit a 14- 
year-old who is setting fire to your 
house, with a night-stick, the way 
you would a 24-year-old, although 


the age of the arsonist has no per- 
ceptable influence on the course 
of the flames or the extent of the 
damage. So Des Moines Railway 
Company apologizes for planning 
to prosecute youngsters who set 
fires in its buses or derail its street 
cars by placing bolts in switches. 

Your Ad-libber, with the calm 
certainty that characterizes all 
amateurs, believes that rewards 
will not help too much in solving 
this problem, and that only “an 
aroused public opinion” will do 
the job. We would set about 
arousing public opinion by pre- 
senting the facts, dramatically— 
and in the self-interest nerve. For 
example, the day after the car 
was derailed, conductors might 
have passed out leaflets to all pas- 
sengers, saying: “We’re sorry if 
you were late getting home yes- 
terday. The delay was caused by 
some playful youths who put a 
bolt in a switch and derailed a car, 
causing injuries to several passen- 
gers.” Or, in the case of the 
broken bus windows, why not 
keep the bus, with windows unre- 
paired, in service for a day or two, 
ornamented with a sign: “Please 
forgive the broken windows in this 
bus. Some playful school children 
did this yesterday, and buses are 
so badly needed and windows so 
hard to replace that it may be sev- 
eral days before we can put this 
bus back in proper shape.” 


Generals and Brakes 


American Brake Shoe Company 
has just distributed 5,000 copies of 
an interesting little book written 
by Don Wilhelm, called “Your 
Son and Ten Fighting Generals,” 
which presents an intimate por- 
|trait of our top generals and the 
| qualities that brought them to the 
|pinnacle of leadership in the 
|Army. It was printed privately 
| by American Brake Shoe, and has 
not a word of advertising in it, but 
it has created so much comment 
among recipients that the company 
already lists it among its more 
valuable good will emissaries. 


Advertising Age, February 14, 19% 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2285. Somewhere Between q 
Dilly and a Drip. 


How did your products rate? 
Here, tabulated by Calling Al 
Girls, is a reproduction of the bal- 
lot showing teen-age girl readers’ 
choices in a list that goes all the 
way down the alphabet from 
“author” to “tooth paste.” High- 
lights of the ballot are shown in 
another tabulation, which gives 
the percentage of votes for various 
product classifications. 


No. 2286. Fingertip Facts About 
the Peoriarea. 


Station WMBD, Peoria, IIl., has 
issued this analysis of what it 
terms the “Peoriarea,” with mar- 
ket data, coverage map, audience 
surveys and other contents con- 
veniently indexed for quick ref- 
erence. The station’s merchandis- 
ing followup is described and il- 
lustrated. 


No. 2287. Farm Electric Equip- 
ment to Meet Postwar Re- 
quirements. 


An appraisal of farm needs for 
electrical equipment after the war 
is given in this folder, issued by 
Electricity on the Farm, which re- 
produces an address by George W. 
Kable, editor, before the rural 
electric division, American Society 
of Agricultural Engineers. It dis- 
cusses the increase in rural elec- 
trification, equipment for living 
and for the business of farming, 
and the requirements of electrical 
farm equipment. 


No. 2288. 
Papers. 
Liking comics is like liking pea- 
nuts or hot dogs, says this booklet, 
issued by Metropolitan Sunday 
Newspapers, Inc. It says reassur- 
ingly that if you like comics “you 
are merely normal, which is a nice 
way to be.” The booklet lists the 
papers in the group, tells about 
their coverage and the advantages 
of comic section use. 


See You in the Funny 


No. 2283. First in Advertising. 


This yearly report on Fort 
Wayne newspaper advertising for 
1943 has been issued by the Fort 
Wayne News-Sentinel. Tables 
show total display, general, retail 
and department store linage. 


No. 2284. Population and Income 
Growth in the Fresno Market. 
The Bee, Fresno, Cal., has issued 
this folder, designed to answer the 
question, “What about the war 
and postwar Fresno Market?” 
Graphs show population gains for 
the ABC city zone, the ABC trad- 
ing area and for Fresno County, 
based on the 1930 and 1940 Census, 
and on Ration Books No. 2 and 
No. 4 for 1943. Tables show 4 
county population and circulation 
breakdown by towns. 


No. 2255. Just What Is the Diesel 
Market? 


The answer is boiled down in 
this folder, issued by Diesel Pub- 
lications, which explains the appli- 
cation of the Diesel engine, the 
parts and auxiliary equipment 
used in installations, plus fuels an 
lubricants consumed in normal 
operations. The extent of the ma- 
terials and supplies required in the 
market is indicated by a partial 
list of these materials, and cover 
age by Diesel Power and Motor- 
ship is discussed. 


| 
jor | 
| 
oe | During the past two weeks our property and its 
ay operations have been so badly interfered with that 
nae we must protect first the public and then ourselves. | 
a Reluctantly we have been forced to arrest and prese- 
cute some school children and must continue te do so. | 
ee Not only is the property destroyed scarce wer | 
thaterial, but even the lives of our passengers are en- 
dangered. 
Cushions destroyed, vulgar words cut into woodw 
signal cords cut, and cars derailed. 
Sets We regret the necessity of giving any child « court 
te record, but other means have failed. We must sow 
= 
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opay, the American middle class woman 
has come into her own. The war could not 
go on without her. 


In war plants, in the Armed Forces, in Amer- 
ica’s 35 million homes, she has shouldered 
burdens no man could bear. She is a great 
American today. She will be a greater American 
tomorrow. 


For with the war won, this great American will 
become the heroine of postwar reconversion. 
She will be ready to buy everything you make — 
in multi-million lots—and thus help re-employ 
the millions of fighters and war workers who 
must have jobs in private industry if America 
is to win the peace. 


Who is this great American? She and her 
family are a class apart. They are young, 
vibrant, alive to what is going on—brand-con- 
scious beyond belief. Satisfied and proud to be 
simple, independent, middle-class people. Wary, 
in their reading, of slick sophisticated patter, 
lest it give them ideas to which they do not 
aspire. They prefer to read only what rings 
true—for they are true America. 


It is this vast middle class which is singled out, 


separated, selected from all other audiences, 
by the editorial accuracy and character of 
Fawceti magazines. For example: Minneapolis’ 
492,370 people buy, each month, 49,562 copies 
of Fawcett magazines. Detroit’s 1,623,452 peo- 
ple buy 252,557 copies. Dayton’s 210,718 people 
buy 30,164. In every city, town and hamlet— 
straight across America—the grand total of 
Fawcett magazine circulation is over 7,761,484 
copies per month—93,137,808 copies per year. 
In True Confessions, Movie Story, Motion 
Picture, Fawcett Magazine Comics, Fawcett 
Men’s Unit, Mechanix Illustrated, Life Story 
—Fawcett binds these middle-class millions in 
great “packages” of circulation, and delivers 
them to America’s advertisers at the lowest 
rate per newsstand thousand to be found in 
our field. 


Mr. Apvertiser: As of today, and as of tomor- 
row, the “class market” has ceased to exist. 
From now on, the middle class is the class of 
America. 


* * 


Fawcett Pusiications Inc., 1501 Broadway, New 
York 18, N. Y...Longacre 3-2800—360 North 
Michigan Avenue, Chicago 1, Ill... Central 5750. 


The middle class is the class of America 


e This young reader of Fawcett Women’s 
Group (True Confessions, Movie Story, Motion 
Picture, all 3 sold as a unit, with 3,101,993 
circulation per month) is one of the 7,761,484 
young wives, husbands, wives-and-husbands-to- 
be, boys and girls—who each month buy and 
read Fawcett publications on the nation’s news- 
stands. Within 6 months after war ends, this 
vast middle class will spend nearly 28 billion 
dollars—20 billion dollars of which will go to 
buy such major articles* as: 


2,625,000 refrigerators 
2,100,000 washing machines _ 1,645,000 stoves 
1,505,000 electric irons 
1,085,000 electric mixers 
6,440,000 furniture suites 
1,152,000 rooms and porches 496,000 kitchens 
848,000 interior decorations 1,047,200 homes 


2,555,000 radios 
1,400,000 vacuum cleaners 


1,840,000 sewing machines 
1,480,000 bathrooms 


($3000-$10,000) 


*U. S. Chamber of Commerce figures 


—Plus hard-to-get foods and beverages, elastic tape, good hosiery, shoes, bobby- 
pins, ready-to-wear dresses, infants’ underwear, pails and buckets, sheets, steel 
wool, dress fabrics, alarm clocks, children’s clothes, pins, needles, safety pins, boys’ 
overalls, flashlight batteries, camera film, knives and forks, clothes-pins, curtains 
and drapes, pots and pans, girdles, electric-iron cords. W hat a market you miss by 
not selecting the magazines that select America’s great middle class exclusively. 
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New Borden Series 
Seeks Womanpower 


for Food Field 


(Picture on Page 59) 


Chicago, Feb. 10.—Advertisers 
who are anxious to cooperate in 
the promotion of wartime objec- 
tives of the government, and at 
the same time contribute directly 
to the Welfare of their own indus- 
tries, will be interested in the new 
slant which the advertising of the 
Chicago milk division of the Bor- 
den Company is taking in four- 
color newspaper advertising sched- 
uled to break in the Chicago area 
Feb. 19. 

While the company has con- 
tributed considerable space to the 
promotion of the 4th War Loan, 
the new campaign will deal spe- 
cifically with the shortage of wo- 
manpower in the food distribution 
field, and will emphasize the need 
of both full-time and part-time 
workers in groceries, restaurants 
and drug stores. The need of 
greater utilization of woman- 
power in these essential activities 
will be stressed, and specific sug- 
gestions will be offered as to how 
to contact government agencies 
and individual employers in this 
field. 

Shortage of help in the food dis- 
tribution field has been greatly in 
evidence in this area, W. A. Jimi- 
son, advertising manager of the 
Chicago milk division, pointed out. 
The great demands of war indus- 
tries have drained off a large part 
of the help formerly available for 
other kinds of work, and as a 
result food stores, restaurants, 
drug stores operating lunch coun- 
ters and soda fountains, and simi- 
lar outlets have had to contend 
with unusual difficulties. Since 
the food distribution field ranks 
among those most essential to the 
maintenance of civilian welfare 
and morale, Mr. Jimison believes 


a 


that the advertising effort of the 
Borden Company may be able to 
play an important part in recruit- 


ing additional help for hard- 
pressed grocers and _ restaurant 
operators. 


Uses 1,000-Line Ads 


The advertisements, which will 
appear in 1,000-line space in the 
Chicago Herald-American, News 
and Tribune, make use of the 
popular Borden cow, Elsie, in de- 
livering the message to prospective 
women workers, providing a light 
touch which the company believes 
will be effective in putting over 
the stery. 

“Women are desperately needed 
to help out in restaurants, food 
stores and drug stores,” Elsie says 
in her discussion of the situation 
with Elmer, the bull. “Food fights 
for freedom in those places as well 
as in the home, you know. That’s 
why jobs on the food front are 
essential. 

“You don’t need experience to 
do such light, easy work. What’s 
more, you can almost always ar- 
range convenient hours for full or 
part-time work. At good pay, too! 
And most jobs are near home— 
in clean, pleasant surroundjngs. 
Thousands of women who never 
worked before have taken essen- 
tial food front jobs to help relieve 
the manpower shortage.” 

A panel in each advertisement 
illustrates the types of food distri- 
bution units most in need of help, 
and offers this 3-point program for 
action: 

“Look for a restaurant, hotel 
dining room, drug store or food 
store job in the want ad section 
of your neighborhood or metro- 
politan newspaper. 

“Visit nearest U. S. Employment 
Service office. Call Franklin 6900 
for address. 

“Call on your local druggist, 
grocer or restaurateur and ask 
how you can help.” 

Initial trade reaction to the 
announcement of the new series 
has been so enthusiastic that it is 
believed the ads may be adapted 
for poster display in many food 
stores and restaurants. 

Borden advertising in the Chi- 


IS SAVING 


War Savings Bonds. 


quota. 


unloosed in Akron. 


Akron’s Only Daily and 
Sunday Newspaper. 


REPRESENTED BY 


STORY, BROOKS & FINLEY 


New York, Philadelphia, Chicago 
Cleveland, Los Angeles, Atlanta 


AKRON 


POST-WAR BUYING SPREE 


@ Akron wage earners are laying plans for the post- 
war days, and are piling up savings to buy and pay 
for the many things they want and need. 


In Akron, bank deposits for the year ending Decem- 
ber 31, 1943 reached a new all-time high of $190,- 
091,161.89, a gain of $50,377,161.89 over 1942. 


Akronites are also buying more than their share of 
During the Second War Bond 
Drive, sales totaled $27,085,886.00 or 43°/, over the 
Third War Bond sales skyrocketed to $47,- 
087,874.00 or 78°/, over the quota. 


When planning your post-war sales promotions, re- 
member the flood of spendable dollars that will be 


FOR A BIG 


AKRON 
BEACON 
JOURNAL 


cago territory is prepared by the 
Chicago office of Young & Rubi- 
cam, Inc. 


Red Cross Plans Drive 


Advertising for the Canadian 
Red Cross campaign, March 1-15, 
will break late this month, with 
daily and weekly newspapers, 
magazines, farm papers, posters, 
street car cards and radio being 
used. Cockfield Brown & Co., A. 
McKim Ltd., J. J. Gibbons Ltd. 
and Russell T. Kelley Ltd. are the 
agencies in charge. 


Owns ‘Meadow Brook’ 


Hiram Walker, Inc., makes and 
distributes Meadow Brook brand 
of bourbon whisky, which was 
attributed to another distiller in a 
story on liquor advertising sched- 
ules in the Jan. 24 ADVERTISING 
AGE. 


Opens Own Office 

John Churchill has _ resigned 
from Young & Rubicam, New 
York, to open his own public rela- 


tions and research organization in 
Seattle. 


N. Y. Legislature 
Gets Ad Budget 


The sum of $150,000 for “a pro. 
gram of travel, recreational ang 
industrial promotion, advertising 
and state publicity,” to be spen 
by the new department of com. 
merce of New York, has been ip. 
cluded in the budget submitted t 
the state legislature by Goy. 
Dewey. 

The amount spent on advertising 
and publicity by the state last yea; 
was reduced considerably because 
of wartime travel restrictions. 
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AFA Clip Sheet 
Offered Local 
War Ad Groups 


New York, Feb. 9.—Local war 
advertising committees were urged 
this week by the Advertising Fed- 
eration of America to avail them- 
selves of stereotype mats for a 
two-page, monthly clip sheet, 
“War Message Copy,” which high- 
lights current wartime campaigns. 

Explaining that the mats are 


ary 4, 


supplied without cost to the com- 
mittees, the AFA said they are 
sent monthly, by first class mail, 
from New York. The project has 
been well received throughout the 
country, the AFA said, pointing 
out that the local ad club commit- 
tees include some local copy in the 
monthly clip sheets, and print and 
distribute them to their members 
and other advertisers in their com- 
munities. With the mats available, 
the committees can supply stereo- 
type cuts of any of the symbols 
of government campaigns to any 
advertiser in any quantity desired, 


and at a minimum of expense and 
time. 


Copies Available 


The material is prepared by the 
federation’s national war advertis- 
ing committee, which meets in 
Washington each month, in coop- 
eration with the OWI and the 
Graphic Arts Victory Committee. 
Copies of the sheet may be se- 
cured by addressing the Advertis- 
ing Federation of America, Club 
Contact Department, 330 W. 42nd 
St., New York 18, N. Y. 


Packing Confab Set 


Government officials and indus- 
trial leaders will discuss changes 
in government specifications for 
overseas packing, postwar uses of 
wartime substitutes, trends in 
merchandising that will affect 
packaging in the postwar period, 
and other topics at the annual 
packaging conference to be held 
concurrently with the 14th Annual 
Packaging Exposition sponsored 
by the American Management 
Association at the Palmer House, 
Chicago, March 28-31. 


them going 


aS do things used to get out of order around our house, we'd step to 
the phone and call a carpenter, plumber or electrician. The war 


changed all that—and for a while we were completely puzzled—didn’t know 


what to do. 


“Thanks to Better Homes & Gardens, we've now learned how to do many 
repair jobs ourselves. We've learned how to take care of what we have— 
now that we can’t replace it the minute it doesn’t work. We've found out, 
too, that it pays to check up regularly on our household equipment. 


“Now we keep our repair jobs small—so that they won’t grow into expen- 


sive ones that call for time, money and expert service. 


“Thanks to Better Homes & Gardens, our home and the things in it are in 


good repair—and usable.” 


thanks to 
Better Homes & Gardens’’ 


One important reason why Better Homes & Gardens enjoys such high 
readership intensity is the fact that it really shows people how to do 
things. Today, in wartime, such service is valued highly by home-loving 
Americans, just as it is considered indispensable in times of peace. 
Through the years, Better Homes & Gardens has become the family 
authority on everything that affects the home. . . from gardening to child 
care... from cooking to furnishings. No wonder it wields such influ- 


4 


ence with the country’s largest suburban home audience! 


Family-Service 


Better Homes Gardens 


America’s 


Home 


Magazine 
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Radio Reports Offers 
‘Spot’ Checking Service 


|radio advertisers to 


BOOKLET MAILED TO | 
EXECUTIVES ON REQUEST |New York 


WILLIAM BALSAM 
Adeerlising 


$40 MICHIGAN CHICAGO - 7819 


Organization of a “spot” com- 
'mercial checking service, enabling 
determine 
more accurately the effectiveness | 
|of their messages, has been an- 
/nounced by Radio Reports, Inc.,| ation. 
service offers advertisers | 
and agencies such information as): Cowan Moves Offices 
|whether spot announcements were | 
| used as scheduled; the verification | has moved its offices to 342 Madi- 
| of adjacencies; caliber of the pres- | son Ave., New York 17. 


entation and other data bearing on 
the effectiveness of the message. 
Monitors are currently working in 
about 60 markets and coverage 
will be extended to all major mar- 
| kets throughout the country. 
| George I. Reid, former advertising 


Joins Aitkin-Kynett 
Wallace Pflueger, with D’Arcy 
Advertising Company for 14 years 
in its St. Louis, Atlanta and New 
York offices, has joined the Aitkin- 
Kynett Company, Philadelphia. 
research man, has been named 
to handle the company’s new oper- 


KMAC Joins Mutual 


Station KMAC, San Antonio, 
Tex., has joined Mutual Broad- 
casting System, effective Feb. 15, 
and will carry the full time sus- 
taining and commercial network 
service. 


Cowan Publishing Corporation 


BUY ONE... 
GET THREE 


When you buy WHO, you get 50,000 watts 


of power at the very center of lowa—PLUS 


the only 1A clear channel in the State— 


PLUS middle-of-the-dial frequency . .. all 
of which add up to the most listenable sig- 
nal in Iowa. 

Not that we believe WHO’s top position is 


due solely to mere mechanics. Obviously 


there are other important reasons why 
more lowa people listen to WHO than to 
all other Iowa commercial radio stations 
combined (as proved in the 1943 Iowa Radio 
Audience Survey). But better listenability 
does count. Check with your Iowa dis- 
tributors and dsaleve—or write either us 


or Free & Peters for definite proof ! 


IOWA 


DES MOINES .. . 50,000 WATTS 
B. J. PALMER, PRESIDENT 
J. O. MALAND, MANAGER 
FREE & PETERS, INC....National Representatives 


Ask 
Exemption from 
Credit Regulation 


DE LS J Age, Feorua 


Washington, D. C., Feb. 8.—,4 


new appeal for revision of Cred 
Regulation W was lodged with th 
Federal Reserve Board recently 


A 


when the Retail Credit Institute ¢ 


merica asked that returning ser. 


vice men be exempt from a provi. 
sion requiring down payments oj 
20 to 33 1/3% for the purchase oj 
consumer goods. 


Asserting that freedom from the 


regulation is essential to veteran; 


if 


they are to re-establish them. 


selves and their homes promptly, 
Nathan S. Sachs, president of the 
institute, explained that “men and 
women in the armed forces have 
not been riding the gravy train” 
and they will be unable to meg 
the stiff down payments and short 
terms on household goods and 
other articles. 


The Federal Reserve Board 


adopted regulation W in August, 
1941, as a check on_ inflationary 


buying. 


It requires large down 


payments, with the balance to be 


paid within a year. 


Since that 


time credit organizations have fre- 
quently urged revision of the pro- 
gram, and the board has repeat- 
edly re-examined the order with a 
view toward adjusting it to imme- 


diate needs. 


The board has al- 


ready provided exemptions for 
farmer, disaster and flood victims, 
and others. 


Recently the board received pe- 


titions from the American Indus- 


tr 


ial Bankers Institute and the 


North Carolina Bankers Associa- 
tion urging relaxation or elimina- 
tion of the order. 


Muchnick Joins Berliner 


cl 


Paul Muchnick, for four years 
assified manager of Popular Sci- 


ence Monthly, has been appointed 
advertising manager of J. J. Ber- 
liner & Staff, New York. He will 
direct all mail and general promo- 
tion of the company’s technical 
information services, reports and 
foreign mailing lists. 


| You can reach 1,500,000 leader- 
ship Youth today in their favorite 
magazines for only $5600 a page. 
That is cheap insurance for the 
most important business in the 
world to you . 


| American Girl—B: 


Youth Helping Businesses 
On Their Way 


The life insurance agents of the 
1840s did a lot of talking about 
their new product to hundreds ol 
thousands of pompous, bewhisk- 
ered gentlemen who said, “Me, 
buy insurance on my life .. . Its 


preposterous! Never heard of 
such a thing!” 
But Youth listened in. They 


liked the idea, and when they 
grew up, the insurance business of 
America began to go places. and 
in a big way. 

Thousands of important policies 
are bought today by men _ of 
affairs . . . who bought their {irst 
policies early in life, because of 4 
determination made while Youths. 
“Get them started” is the motto 
of all successful insurance sales- 
men and all successful insurance 
companies. The starting, since 
the beginning of insurance, has 
been with and by Youth. 


. . your own. 


GROUP 


1 E. 42nd St., New York City 


Life—Open Road for Boys 
Young America—Young Catholic Messenger: 
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EATHERWISE — up here in New Eng- 
Wy ick era of omens is a thing of 
the past. Folks no longer have to trust their 
bunions to warn them of impending storms. 
There had to be a sounder but “just-as-far- 
ahead” way. There was — radio. 
Multitudes of New Englanders depend 
nightly upon WEEI’s meteorological mas- 
termind, E. B. Rideout, to give them a pre- 
view of what—by way of weather—the 
morrow will bring. He’s been doing it now, 
with uncanny reliability, ever since 1925. 
Six evenings a week (at 11:10) listeners 
throughout WEEI-land tune in E. B.'s five- 
minute broadcasts. They know that if he 
says there'll be snow before morning... 


there will be snow before morning; so they 


June 


proceed to get out the shovel and galoshes. 

Thanks to E. B. (and WEEI), New Eng- 
land public utilities, war plants, stores and 
restaurants can also plan ahead for sudden 
or severe weather changes. Cape Codders 
know when it’s time to flood their cran- 


berry bogs. Farmers can tell when to cut 


the thickestice. Hi ghway officials are ready 


with plows, trucks and extra men when the 
big snowfalls come. And thousands of New 
England families regularly dress for work 
or school according to Rideout’s forecasts. 

When the ban on weather informa- 
tion was lifted, E. B. resumed his WEEI 
summaries, interpreting U.S. Weather 
Bureau reports, adding his own shrewd 


analysis of highway conditions. To New 


Englanders, he’s welcome as a June breeze. 

And to WEEI, he’s another example of 
the worthwhile services that have made us 
Columbia's Friendly Voice in Boston. Now 
available, E. B. Rideout’s weathercasts 
could mean blue skies ahead for some 
smart sponsor. Fair day or foul, why not 


call us or the nearest Radio Sales office? 


Columbia's Friendly Voice i 
BOSTON - 590 Ke 
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. Advertising Age, February 14, | 
; ; . | Evans desired to be relieved of his | accomplished, I am grateful to Mr. =4: 

Liddiard to Flack nee Evans Resigns responsibility as publisher because| Field for his acceptance of my British Patent 
Wilfred W. Liddiard has joined . of the pressure of h.s own expand-| resignation.” Mr. Evans, owner — 

the art staff of the Flack Adver-|qg Publisher ‘ing affairs, expressea “my very|and publisher of the Nashville Medicine Group 

tising Agency, Syracuse, N. Y. |deep gratitude for invaluable help| Tennessean, has maintained his 


of ‘Chicago Sun’ he has contributed to the organi-| home in Nashville since publica- Adopts Ad Code 


zation of the Chicago Sun,” adding | tion of the Sun began. He is also 


Hasten the Chicago, Feb. 8.—Silliman Evans | that “he will leave with a great|a director of American Airlines| London, Jan. 25.—Members of 
fie. alt Cues has resigned as publisher of the | feeling of friendship not only from|and of the Maryland Casualty|the Proprietary Association of 
| , Chicago Sun, which he helped | myself but all members of the | Company. Great Britain, including the lead. 

Buy More launch a little more than two) staff.” | ing manufacturers of patent medi- 

} V/ar Bonds Now. years ago, it was disclosed yester- Mr. Evans. recalling that Mr. Roever Joins Newswee'": |cines, have adopted a new code of 

day by Marshall Field, founder | Field had asked him to assist in Charles S. Roever, formerly | standards of advertising practice 

IGN, OF SONG : | and now publisher as well as edi- |establishment of the new daily,|eastern advertising manager of enforcing provisions which may be 

by A tor of the morning paper. _declared: “Te purpose for which | Skyways, has joined the New York | infringed only upon penalty of 

St1GN CO Lima On Mr. Field, declaring that Mr. |I came to Chicago having be2n!advertising staff of Newsweek. po tar eee or expulsion from the 
organization. 


The new rules, much stricter 
|than those imposed by a code 
|adopted in 1937, followed copn- 
tinued criticism of patent medicine 
advertising in Britain. Adoption 
by members is compulsory. The 
code covers all publication adver- 
tising, as well as printed matter 
including labels, wrappers, etc. 
Payments for testimonials are 
banned under the new code. Other 


main points include: the character 

of the product and its suitability 

COIS GO. for purposes recommended must 


be truthfully stated; no ad shall 
contain any matter which can be 
regarded as offering the preven- 
tion, cure or relief of diseases 
which should be under the care 
of a registered doctor; offers of 
diagnosis by correspondence are 
banned; and no proprietary medi- 
cine shall be advertised in terms 
which guarantee to cure a specific 
ailment. 

The code also bans copy which 
might create the fear that a reader 
is suffering from any serious ail- 
ment; restricts references to doc- 
tors and hospitals to those ap- 
proved by the association’s execu- 
tive committee; and forbids the 
use of prize competitions or other 
schemes which might “lower the 
tone of the industry.” 


; 
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Taylor to KSO, KRNT 


Don Taylor, recently released 
from the Coast Guard, has joined 
the promotion and merchandising 
department of Stations KSO and 
KRNT, Des Moines. 


Tom Perkins advertised 
“Military Equipments” in the Pittsburgh Gazette 


61% of Okla- 


DURING the War of 1812—when the United bility in putting its power behind such vital pro- homa's Wage 


States fought to secure the liberty won a generation grams as Bond sales, blood donations, scrap salvage, Eorners ie 
4 earlier—the people of western Pennsylvania looked WAC and WAVE recruitment and other phases 
i to the Pittsburgh Gazette for news from Lake Erie of the home-front war effort. KVOO Area. 

and New Orleans. And Pittsburgh merchants, like 
Tom Perkins, naturally placed their wartime But throughout 158 years, one thing has not ol Tt anes cctutis. fe 
messages in its columns. changed: The zeal with which the Post-Gazette the Northeastern 30 live 

has guarded its integrity and influence with the 61% of Oklahoma’s in- 

Since then, the pattern of war has changed as families of the Pittsburgh market. dustrial wage earners 
have news treatment and advertising copy. In total who receive 64% of 
war there is no demand for epaulets or gold lace Ceishouss’s industrial 
payroll. *Tulsa, the 

ew Guinea as compared with t ays it t the center of this area. 
formerly from Lake Erie. ‘ PITTS BURGH KVOO, alone, blankets 
this rich territory with 

Advertising too, plays a role unheard of in the POST-GAZE y i E bonus counties vd Kan- 


age of Thomas Perkins. While retail stores still sas, Missouri, and Ar- 
offer ‘Military Equipments” such as officers’ uni- Founded 1786 kansas. 


forms, advertising has shouldered a new responsi- 


*Source: U. 8S. 1940 census. 


NOTE: Since 1940, Northeast- 
ern Oklahoma has had Okla- 
homa’s greatest industrial ex- 
pansion. 
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Which one the 
LIFE editor? 


After leaving Arabia, Busch and Landry covered the occu- _‘Here’s Busch back at LIFE’s editorial office, photographed 
pation of Bizerte, and then went to Pretoria in So. Africa while unpacking the duffel that he carried with him on the 
for an exclusive story on Field Marshal Smuts, above. Arabian trip. Note change of costume, absence of beard. 


\ FIRST GLANCE, both of these robed fig- 
ures would appear to be Middle Eastern 
potentates. 

But the man on the left is Noel F. Busch, a 
LIFE editor. Accompanied by LIFE Photog- 
rapher Robert Landry, Busch traveled all the 
way to Riad to get a revealing story on Saudi 
Arabia and its powerful king, Ibn Saud, who 
is the other man in the picture. 

Busch believes in getting away from his 
desk and traveling about the globe after inter- 
views and articles. In the course of his trips for 
LIFE he has visited and talked with Trotsky, 
Lord Beaverbrook, and the Archbishop of 
Canterbury—to mention a few. 


Like Busch, most of LIFE’s other editors 
get out frequently to see and write about the 
news at its source. For example, John Field 
spent three months with a Navy Task Force 
before writing about life aboard the Hornet. 
And Richard Wilcox went thousands of miles 
through the North Pacific for material on 
naval operations. 


Thus, in addition to its 130 foreign corre- 
spondents and photographers, and its 200 
home-front correspondents and photographers, 
LIFE’s big staff of editors is constantly in the 
field seeing events as they take place. 


Thanks to this unique combination of news- 
gathering forces, the reports in LIFE have a 
vivid realism—a realism which is one of the 
reasons for LIFE’s great popularity. 

From Cape Cod to Puget Sound, LIFE has 
22,000,000 readers. No other magazine in A mer- 
ica’s history ever had such a large audience of 


readers every week! 
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Book Club Enters 
Popular Field; 
Steps Up Ad Tempo 


Milwaukee, Wis., Feb. 8.—Con- 
tinuing its expansion into the pop- 
ular reading field, after a decade 
in which sales were confined 
mostly to the clergy and religious, 
Bruce’s,Catholic Literary Founda- 
tion here has stepped up its 1944 
advertising campaign in Catholic 
publications to supplement its 
direct mail promotion. 

Inspired by the success of a 
full-page advertisement in the 
April, 1943, issue of Ave Maria, 
national Catholic weekly, the 
foundation, sponsored by the Bruce 
Publishing Company, has appro- 
priated more than eight times as 
much money for its February, 1944, 
advertising program alone as it 
spent in the entire year of 1940. 
February mail order ads have been 
scheduled in Columbia, Extension, 
Messenger of the Sacred Heart, 
Our Sunday Visitor, St. Anthony’s 
Messenger and The Sign. 

As a result of its move into the 
wider field, foundation officials 
revealed, the laity began subscrib- 
ing until now they account for 
90% of the total number of sub- 
scribers. In the past several 
months, advertising in the “mass 
circulation” Catholic publications, 
which also reach the armed forces, 
has increased the number of sub- 
scribers among service men to a 
significant figure, officials said. 


Changes Book Type 


Coincident with the expansion 
of the book club’s advertising pro- 
gram has been a change in the 


EDWARD PETRY y NATIONAL 
ECO, INC. REPRESENTATIVES 


type of book published. For 


example, the first book issued was 
titied “Christian Social Manifesto,” 


a scholarly work with a market 
primarily among the clergy and 
religious. In 1941, on the tenth 
anniversary of the club, “When 
Painting Was in Glory” was re- 
leased. This was a book with a 
more popular appeal than former 
ones, but nevertheless a volume 
that had definite market limita- 
tions. 

Now, for its March selection, 
the foundation will issue “White 
Smoke Over the Vatican,” a book 


out of the day’s headlines. Having 
wide, popular appeal, it is a 
travelogue of Vatican City and 
answérs the questions which 
Americans of all denominations 
are asking about the tiny state 
within the city of Rome. 

Throughout this “revolution,” 
direct mail advertising has kept 
pace with the progress of the mail 
order program and the two con- 
tinue to successfully supplement 
each other, officials said. 

The book club was begun 12 
years ago when the Rev. Joseph 
Husslein, S. J., of St. Louis Uni- 


versity, sold the Bruce Publishing 
Company on his idea of a “univer- 
sity in print,”—a series of scholarly 
books edited for the general pub- 
lic. Called the “Science and Cul- 
ture Series,” the books at first sold 
merely under their imprint with- 
out any organized promotion. 

In 1935 and in 1936 the founda- 
tion made a minor splurge in 
advertising with a few full pages 
in specialized magazines such as 
the Homiletic and Pastoral Re- 
view, the Catholic Educational 
Review, the Catholic World and 
the Catholic School Journal, an- 
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nouncing ‘the addition of a boo 
dividend for every new subscrip. 
tion, and a discount system for 
every book purchased. In 1949 
the name was changed to the Sei. 
ence and Culture Foundation anq 
the plan of distribution was again 
revised. 

Book dividends were given upon 
the purchase of every six books, ip 
addition to the initial one given at 
the time of subscription, and the 
discount plan was abandoned 
However, even with this change 
of policy, the subscription average 
was only 22% of the present list. 
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Druggists Told 
Congress Must Act 


to Aid Industry 


New York, Feb. 9.—Postwar 
planning by business men will fail 
unless representatives in Congress 
take steps to encourage the estab- 
lishment of new businesses, H. W. 
Prentis Jr., president of Arm- 
strong Cork Company, said here 
yesterday at the opening of a two- 
day “Road Ahead Conference” of 


the Federal Wholesale Druggists 
Association. 

Business itself, he said, must 
and can provide 8,000,000 more 
jobs in the postwar period than 
the 46,000,000 provided in 1940, if 
the government will put its house 
in order, eliminate its controls, 
and aid in the restoration of free 
enterprise. 

Mr. Prentis, a former president 
of the National Association of 
Manufacturers, said that Congress 
should inform the people that its 
primary postwar objective is the 
withdrawal of government from 


the control of private business and 
that all governmental measures 
will be directed toward the speedy 
restoration of this country’s sys- 
tem of private competitive busi- 
ness. 

“Then Congress should proceed 
to implement that declaration as 
speedily as possible by providing 
for a sound monetary system based 
on gold; by putting into effect a 
real economy program throughout 
our swollen federal bureaucracies; 
by declaring for a balanced budget 
when the war is over, thus repu- 
diating the theory that federal 


deficits are of little or no concern 
because ‘we owe the money to Oour- 
selves’; by setting up a sound sys- 
tem of taxation which would per- 
mit the accumulation of reserves 
for the postwar reconversion of 
industry and which would defi- 
nitely provide for sharply reduced 
rates immediately on the cessation 
of hostilities,”” Mr. Prentis asserted. 

Lack of glass and other con- 
tainers and a shortage of paper- 
board and wood for shipping pur- 
poses have caused the bottleneck 
in the delivery of sundry items, it 
was brought out at a forum ses- 


AMERICA’S NO. 


EVER before 


was the role of home- 


making more important or more difficult 


than today. While Mother’s job always did 


rate Number One, 


the part she is playing on 


the home front today is more vital than ever. 


Because CLICK plays a part in the family 
life of more than a million American homes, 
CLICK’s war-time editorial formula is aimed 
to aid Mother in a multitude of ways. 


Why are vitamins so vital? CLICK 
covers the subject completely. 


What about war-time fashions? CLICK 


Not only Mother, 


member of the family figures in the new 
editorial concept of CLICK. Electronics... 
television ... the post-war world... CLICK’s 
own editorial staff and nationally famous 
writers focus attention on subjects of absorbing 


interest for all the family. CLICK readers 


shows what we'll wear. 


Tlow do you repair household appliances? 


CLICK has the answer. 


but Dad and every other 


enjoy a panorama of information that cannot 
be found in any other publication. That’s 
why CLICK is “clicking” with more than a 
million families . . . and the number is con- 


stantly growing. 


CLICK is a better advertising buy today 
than ever before, as a long list of advertisers 
will testify. You get a bonus circulation of 
150,000 when you tell your story in CLICK. 
Check into CLICK and see for yourself! 
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sion in the afternoon. Speakers 
also indicated that drug sundries, 
as well as cosmetics, novelties and 
similar items, are expected to be- 
come increasingly scarce, although 
health drugs probably will be 
ample. 


Develops New Measure 
for Institutional Copy 


A new technique for measuring 
institutional advertising effective- 
ness has been developed by J. E. 
Jump, distribution engineer of 
Crocker - Wheeler division of 
Joshua Hendy Iron Works, and 
Leemuiron Rousseau, instructor in 
advertising and merchandising at 
Seton Hall College. 


The Seton Hall Advertising 
Foundation set up a “company 
recognition” yardstick early in 


1943 to determine effectiveness of 
Crocker-Wheeler advertising dur- 
ing the year. Repeating the proc- 
ess at the end of 1943, this test 
established a “recognition differ- 
ential” which is a measure of the 
degree of objective achievement. 
The campaign studied was pre- 
pared by Roy S. Durstine, Inc. 
Details about the technique are 
available without charge from Mr. 
Jump, of Crocker-Wheeler, Am- 
pere, N. J 


Opens New Program 


A new radio program, “People 
Enjoy Facts,” sponsored by the 
Chartered Banks of Canada, has 
been released through 77 inde- 
pendent stations across Canada by 
Cockfield, Brown & Co., A. McKim 
Ltd., and R. C. Smith & Son Ltd. 


Huene Joins Colton 


Howard J. Huene, formerly of 
McCann-Erickson, has joined the 
contact staff of the New York of- 
fice of Wendell P. Colton Com- 
pany. 


SPOT 
BROADCASTING 
IS THE IDEAL 
SUIT FOR 
SALES PROBLEMS 
THAT ARE 
a HARD TO FIT! 


Exclusive 
National 
Representatives: 
Buffalo 
Cincinnati 
Fa 
Indianapolis 
Minneapolis-St. Paul 
Peoria 
Syracuse 
tad Des Moines 
Daven 
Shenandoah 
SOUTHEAST 
Baltimore 
rleston 
Roanoke 
SOUTHWEST 
Albuquerque 
Oklahoma City 
Tulsa 
PACIFIC COAST 
Los Angeles 
Oakland-San Francisco 
Seattle 
Fairbanks, Alaska 


and WRIGHT-SONOVOX, Inc. 
For latest radio information, call 


FREE & PETERS, lic. 


Pioneer Radio Station Representatives 
Since May 1932 


CHICAGO: 180 No. Michigan....... Franklin 6373 
NEW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 322 Palmer Bidg.......... Main 5667 
SAN FRANCISCO: {11 Sutter........ Sutter 4353 


HOLLYWOOD: 1512 N. Gordon St.. Gladstone 3949 
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Owen Joins Snyder 


Grover C. Owen, formerly as- 
sistant advertising manager of the 
Standard-Examiner, Ogden, Utah, 
has been named co-owner of the 
J. Ed Snyder Advertising Agency, 
which henceforth will be known 
as the Snyder - Owen Advertising 
Agency. Mr. Owen will supervise 
newspaper promotions and graphic 
art production and Mr. Snyder 
will handle the agency’s newly 
established radio division and as- 
sume the office management. 


New Reader Panel 
Based on Queries 
from Advertisers 


New York, Feb. 9.—With results 
of the first questionnaire already 
tabulated, American Home this 
week is again querying the 2,300 
members comprising its compara- 
tively new Reader - Consumer 
panel, inaugurated to help adver- 
tisers and their agencies determine 
consumer trends. 

The initial survey contained 16 
questions. Three came from J. 
Walter Thompson Company con- 
cerning such subjects as govern- 
ment regulation after the war, an 
appraisal of various types of ad- 
vertising, and the panel’s opinion 
of current copy descriptions of the 
postwar world. 

In answer to the question “How 
much government regulation of 
industry should there be after the 
war?” 25% of the panel felt gov- 
ernment should at least exercise 


|as much control as it does now; 
|72% came out in favor of less 
regulation, and of this number 
19% advocated no regulation 
whatsoever. 

Advertising that helps to pro- 
long the life of products no longer 
available elicited an agreeable 
response from 29%; approximately 
27% preferred copy which dis- 
cusses postwar plans and products; 
18% favored straight product ad- 
vertising; and only 4% were im- 
pressed with copy telling how 
American industry has produced 
for the war effort. 


Other Questions Included 


Other advertisers who asked 
questions included Bell & Gossett 
Company, Morton Grove, IIl., Cur- 
tis Companies, Clinton, Ia., and 
Hammond Instrument Company, 
Chicago. 

Asked what they intended to 
buy within one year after the fol- 
lowing products are available, 20% 
said mechanical refrigerators; 
22%, vacuum cleaners; 29%, wash- 
ing machines; 22%, aluminum 
kitchenware; 22%, electric mixers; 
17%, kitchen ranges; 17%, auto- 
matic heating systems. 

Nearly 34% intend to acquire 


i 


new homes within two years after 
the war; of these 76% expect to 
build them at an average cost of 
$7,000. Approximately 48% indi- 
cated an income increase during 
1943 compared with 1942; 17% 
said their earnings had decreased 
last year. 

Sparkplug behind the Reader- 
Consumer program, created solely 
for the use of advertisers, is Mel- 
vin Gerard, sales promotion man- 
ager of American Home. After 
dipping into his magazine’s 2,280,- 
/419 circulation, Mr. Gerard came 
|'up with 1,800 subscribers for the 
|panel, representing a fairly good 
/ecross-section of the readership. 
The number of participants has 
now swelled to 2,300. 

American Home’s principal task 
is to keep panel members inter- 
ested enough to continue answer- 
ing questions month in and month 
out. At present, total response to 
queries is about 91%. 

While American Home does not 
expect to publish its findings, re- 
sults will be sent to panel mem- 
bers, advertisers and agencies. The 
magazine figures on about six 
weeks for a questionnaire to be 
mailed out, answered and tabu- 
lated. 


Consumers’ Liberty of Choice makes 


merchandising and 


business. Your sound claims 
value, quality, and other factors re- 
lating to your product . 


pinnacle of consumer influence 


via radio. 


In the super-metropolitan 
area centering on Philadel- 
phia, KYW serves listener- 


consumers with the programs 


most people listen 


excellent company 


The simple follow-through is to 
schedule your series on 50,000-watt 
KYW, Philadelphia. Details delivered 
to your office by NBC Spot Sales. 


selling an exciting 


on 


. reach the 


to most! Most 


for your program. 


A new KYW Coverage 
and Market Map will be 
sent to you, quickly and 
cheerfully, upon request. 


LADELPHI 


50,000 WATTS 


WESTINGHOUSE RADIO STATIONS Inc 
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New Booklet Tells 
Activities of AFA 


New York, Feb. 9.—The work of 
the Advertising Federation of 
America, a description of the com. 
position of its membership and ap 
outline of its major activities, have 
been set down in a_ booklet just 
released under the title, “What the 
AFA Means to Advertising and to 
You.” 

Copies of the booklet have been 
sent to individual members of ad. 
vertising clubs and the federation’s 
affiliated national groups, and to 
the 600 sustaining members of 
AFA. 

The text outlines AFA aims as 
follows: 

1. To help make advertising 
increasingly effective as an instru- 
ment of distribution and increas- 
ingly useful to the public. 

2. To raise continually higher 
the standards of practice in adver- 
tising and to enhance public good 
will. 

3. To disseminate better knowl- 
edge of the functions of advertis- 
ing in business and a better under- 
standing of its social and economic 
values. 

4. To provide a common forum 
and a central medium for coopera- 
tive effort in advertising. 

5. To encourage further im- 
provement in education and train- 
ing for men and women engaged 
in advertising. 


Radio Accounts to Peck 

Templetone Radio Company, 
Mystic, Conn., maker of Temple 
radios and electronic equipment, 
has appointed Peck Advertising 
Agency, New York. Plans for both 
immediate and postwar advertis- 
ing are being formulated. 


Lang Named Manager 
Paul Lang, for 13 years with 
Snyder & Black, and recently with 
Niagara Lithographic Company, 
has joined Ketterlinus Litho- | 
graphic Mfg. Company, Phila- 
delphia, as manager of the New 
York office. 


Jackson Appointed | 

Norton B. Jackson has _ been 
named advertising manager of the 
Thatcher Mfg. Company, maker of 
glass containers, Elmira, N. Y. He 
formerly was in charge of package 
sales and merchandising in_ the 
New York area for Pabst Sales 
Company. 


Handles Bus Account 
The I. C. T. Bus Company, 
Providence, R. I., has appointed 
Joseph Maxfield Company, Provi- 
dence, to place a schedule of news- 
paper and radio advertising. 


40% UNCOVERED 


Your coverage is just as poor in 


TAMPA - ST. PETERSBURG 


unless you use St. Petersburg news 
papers. Ask for new market folder 
which tells why you should-————— 


WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA - ST. PETE. 


ST. PETERSBURG NEWSPAPERS SERVICE 
Times Morning end Sunday * 

_ Represented Nationally by 
THEIS & SIMPSON COMPANY, INC 


JACKSONVILLE, FLA V. J. OBENAUER. /* 
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Product preference 


makes a new prospect ask for and an old 


customer insist on a specific product . . . is a universal 


advertising objective... 


— not advertising preference! 


Because if the prospect has to like your advertising, seek 


it out and pay attention to it. . . you use advertising the 


hard way, complicate your customer relationship and 


your selling schemes! 


Medium preference beats advertising preference . . . is 


something the advertiser doesn’t have to start, build or pay 


for. Medium preference is a straight line route! . . . Sunday 


comic sections represent the largest and strongest kind of 
media preference in existence . . . read by three out of four 
adults and virtually all children—tread regularly, at home, 
on Sunday, every Sunday. And Metropolitan Group 
packages Sunday comics, makes a national medium for the 
national advertiser . . . with forty-one major Sunday 
newspapers, 15,000,000 circulation reaching the better buying 
half of the homes in the whole national market . . . affording 
the highest assurance of advertising reception by the most 
people! . . . Large space unit, four colors, low cost. One 
order, one piece of copy, one bill! . . . Investigate the 


opportunity in... 


Metropolitan Group 


... the first national newspaper network 


Comic SECTION ADVERTISING in: Baltimore Sun * Boston Globe * Chicago Tribune +* Cleveland Plain Dealer * Detroit News * New York News 
Philadelphia Inquirer + Pittsburgh Press * St. Louis Globe-Democrat + Washington Star * Des Moines Register * Milwaukee Journal 
Minneapolis Tribune . St. Paul Pioneer Press . ALTERNATES: Boston Herald * Detroit Free Press * |= New York Herald Tribune 
St. Louis Post-Dispatch . Washington Post . OPTIONAL ADDITIONS: Buffalo Courier-Express . Cincinnati Enquirer 
Columbus Dispatch Dallas News New Orleans Times-Picayune-States * Omaha World-Herald Providence Journal 
Rochester Democrat & Chronicle . San Antonio Express . Springfield Union & Republican ° Syracuse Post-Standard 
METRO PACIFIC: Fresno Bee . Long Beach Press-Telegram ° Los Angeles Times ° Oakland Tribune ° Oregon Journal 
Sacramento Bee * San Diego Union + San Francisco Chronicle + Seattle Times * Spokane Spokesman-Review * Tacoma News Tribune 


New York: 220 East 42nd Street @ Cnicaco: Tribune Tower Detroit: New Center Building SAN Francisco: 155 Montgomery Street 
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24 
Groner Joins Compton 


Joseph Groner, formerly with J. 
Stirling Getchell, has joined 
Compton Advertising, New York, 
as an art director. 


“Mama! 
just like Captain Midnight on 
WFDF Flint!” 


Daddy zoomed in— 


The headaches which shortages 
and subsequent consumer stocking 
up will cause have not yet all 
become apparent, although many 
producers of non-rationed con- 
sumer goods are paying more and 
more attention to their implica- 


tions. A clue to the manner in 
which goods shortages may disrupt 
normal buying patterns was turned 
up when coffee came off the ration 
list. Because every consumer had 
stocked up on coffee prior to 
rationing and had then purchased 
every pound possible under ration- 
ing, while at the same time sub- 
stantially changing his consump- 
tion pattern, sales fell off sharply 
when the artificial stimulant of 
ration stamps was withdrawn, and 
are only now—some six months 
later—approaching “normal.” 

The situation with regard to 
tea, which was never rationed, is 
even worse. Regular tea drinkers 
stocked up heavily, which was bad 
enough; but the millions of occa- 
sional tea drinkers also stocked up, 
and many of these, with a pur- 


chase of only a quarter-pound or 
so, satisfied their normal require- 
ments for many months. As a 
result, in many areas tea sales are 
still lagging far below normal. 

With these examples to turn to, 
it will not be too surprising if 
producers of canned goods and 
other pantry items not subject to 
quick spoilage resist—quietly of 
course—attempts to their 
products from ration control until 
they are convinced that elimina- 
tion of the psychological shortage 
factor will not cause a prolonged 
drop in sales. 

The Ford Motor Sales Corpora- 
tion—Ford subsidiary formed dur- 
ing the dark days of the depres- 
sion to help dealers finance their 
operations — has been dissolved. 
Dealers have either bought back 
their dealerships or have sold 
them to other individuals. 


In recent advancements in the 
Detroit area, the trade sees a bid 


is deal with FACTS. 


Troy is the swellest 


country ... it’s super! 


Waterford... 


of consumin’. 


get to “Remember the 4 for "44"... 
Watervliet, Green Island, Cohoes and 
they’re all within the 
3% mile radius of the A.B.C. Troy 
City Zone. Yep! 123,000 consumers in 
this compact market doin’ a great job 


THE TROY 


eorge, the Office Boy 
rites this One..... 


This writin’ stuffs a snap... 
difference .. . all I gotta do in this job 


what’a Coverage? 


sometime. 


market in the 
And don’t for- 
and to 4 out 


right now! 
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ECORD 
TIMES 
5 


J. A. Viger, Advertising Manager 


Come and take a walk 
around my brother Joe’s paper route 
He and 274 other fellows 
peddle The Record Newspapers and 


deliver to 9 out of 10 homes in Troy 


That’s coverage that’s in the groove! 
.. it’s here for your use at the low 


cost of only 12c per line. 


Yes, Miss Smith, I'll fill that inkwell 


of 5 in the City Zone. 


RECORD 


by the giant Aluminum Company 
of America for a bigger share of 
automotive business in line with 
an indicated trend toward lighter 
materials in postwar cars. Alcoa 
has advanced its district manager 
in Detroit, Frank C. Barrows Jr., 
to automotive sales manager, and 
moved Charles M. Whelan up from 
assistant to district chief. 


Salesmen out on the firing line 
in the soap field, where informal 
but nevertheless real rationing of 
supplies to dealers is in effect, are 
growing restive. They gay the 
continued heavy advertising of 
soap, plus the fact that they can’t 
fill orders, puts them in the middle 
with the trade. They are practi- 
cally unanimous in asserting, how- 
ever, that shortages of soap are 
entirely due to hoarding by con- 
sumers. 


Although rumors are being 
bruited about that Jos. Schlitz 
Brewing Company will soon be 
absorbed by one of the big liquor 
interests, with National Distillers 
Products Corporation primarily 
mentioned, Seton Porter, president 
of National told ADVERTISING AGE 
that his company is not interested 
directly or indirectly in the acqui- 
sition of Schlitz, and has never at 
any time sought to purchase that 
company. Another report’ that 
Jacob Ruppert Brewery would be 
sold to Seagram Distillers Cor- 
poration, brought this response 
from H. Garrison Silleck III, Rup- 
pert secretary: “Ruppert Brewery 
is not for sale in any shape, form 
or manner.” 


Curtiss-Wright 
Releases First 
1944 Copy 


New York, Feb. 8.—Curtiss- 
Wright Corporation launched its 
1944 advertising campaign this 
week, breaking with large space 
insertions in 66 newspapers in 27 
cities across the country, with the 
first ad tied in with the 4th War 
Loan drive. 

Staggered ads are scheduled to 
appear at least once every week or 
two in all newspapers, while full- 
page black-and-white insertions in 
about five general magazines will 
round out the list of media to be 
employed in the new drive. 

Keyed to the theme “Look to the 
Sky, America!”, a line which was 
used by the company in all of last 
year’s copy and which is now felt 
to be even more portentous of 
things to come in the “air age,” 
the campaign is designed to pre- 
sent in realistic, factual detail 
both the problems and the prom- 
ises, present and postwar, of the 
aviation industry. 

McCann-Erickson is the agency. 
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Emerson Radio 
Plans Extension 
of Ad Campaign 


New York, Feb. 9.—In order ty 
continue to keep its name ang 
trademark in the public mind 
Emerson Radio & Phonograph 
Corporation has continued its ad. 
vertising and an extension of the 
program for 1944 is being exam. 
ined and will shortly be submitteg 
to the board of directors for con. 
sideration, according to Benjamin 
Abrams, president, who gave a4 
detailed analysis of his company’s 
current operations in the annua] 
report to stockholders. 

Asserting that for the first time 
in the corporation’s history there 
are today no new Emerson radios 
for sale to civilians, Mr. Abrams 
stressed that his company realizes 
the renewed importance which 
distribution will play after the 
war and is gratified that its pre- 
war distributor and dealer organi- 
zation has been so well main- 
tained. 


Organize Plans Group 


Emerson has created a postwar 
planning committee on which igs 
represented every division of the 
company, and plans have been 
made to deal with such problems 
as termination of contracts, recon- 
version, designing of peacetime 
products, strengthening of the dis- 
tributing organization and ap- 
praisals of markets here and 
abroad, the report says. 

Peacetime products immediately 
after the war will be largely an 
evolution of prewar products, and 
as soon after the war as possible, 
Emerson intends to produce and 
place upon the market those 
peacetime developments which it 
finds practical and useful, Mr. 
Abrams said. The company plans © 
to make compact models of tele- 
vision receivers, small FM radio 
receivers, table model phonograph 
and radio combinations, and pocket 
and portable radio receivers, in 
addition to the table model elec- 
tric and farm radio sets. 

Net sales for the fiscal year 
ended Oct. 31, 1943, after allow- 
ances for price reductions and 
refunds made to the government, 
amounted to $11,857,770. Net in- 
come for the same period, after 
provision for all estimated federal 
taxes and after providing a re- 
serve for renegotiation of $500,000, 
was equal to $836,236. This com- 
pares with net income for the year 
ended Oct. 31, 1942, of $651,464. 

The company will launch, soon, 
its first national network show 
over the Mutual Broadcasting Sys- 
tem, and has been running a sus- 
tained series of color ads in gen- 
eral magazines. William H. Wein- 
traub & Co. is the agency on the 
account. 


COLOR CONTROL 


for KODACHROME 


Too often Kodachrome reproduces in harsh, garish 
colors that scarcely look photographic. 


Get it fully okayed to 


Be certain of a skillfully controlled blending of tones 
. + + give your plate-maker a fine Chromart Print as 
copy. For four years we have been making Chromarts 
from Kodachromes sent us by top-notch agencies. 


Our process yields a superb full-color print that re- 
tains, in flat copy, the richness of the film transpar- 
ency! With flat copy, your plate-maker is at his best. 


Retouch or airbrush the Chromart Print as desired. 
changes on the finished plates later. 


maker can do his finest work only when the copy is 
right. Priced from $44. Investigate! 


PHOTOCHROME 
ARTCOPY PRINTS FROM KODACHROME 


eliminate quality-robbing 
Your plate- 


837 NORTH FAIRFAX AVENUE 
HOLLYWOOD 46, CALIFORNIA 
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ALL THE NEW YORK PAPERS 
WON’T GIVE THE FEATURES 
FOUND IN THIS ONE... 


Oursivers think it’s just another newspaper. Philadelphians think it’s a 
very good newspaper. But newspaper men know that it’s one of the strongest papers published! The Inquirer’s feature bill 
of fare, for instance, includes forty-seven standard features in addition to its own exclusives... A dozen big-time columnists 
and commentators— Lippmann, Pegler, Mark Sullivan, Leon Pearson, Paul Mallon, Sokolsky, Major Eliot, John Steinbeck, 
Winchell, Danton Walker, Louella Parsons, Grantland Rice, as well as The Inquirer’s John M. Cummings, Cy Peterman, 
Washington Background . . . Fifteen top comics, plus Inquirer-exclusive “Benny” . . . An even dozen of puzzles, games, 
patterns, quizzes, crosswords, bridge problems; departments on health, general information, legal help . . . On the women’s 


pages, Emily Post, Patricia Lindsay, Ida Jean Kain, Mrs. Alex George, and seven staff experts. 


Pur it this way: The Philadelphian in New York who wants to keep up with the home town Inquirer would have to 
read all the New York newspapers plus the Brooklyn Eagle—to get thirty-eight of the Inquirer’s forty-six staple features! 
... All this concentrate content makes a rich newspaper, with something worthwhile on every page . . . high in habit forming, 
thorough in readership . . . time taking for readers who have time, good value for any reader . . . Good value begets good value, 
puts extra attention on every page for every advertiser. Reader confidence breeds advertising responsiveness . . . Advertising 


department salesmanship (business of blushing) could not sustain ...and only the paper 


itself can explain... the seven year steadily stepped up showing of The Inquirer in 
Media Records. The Inquirer holds, serves, interests and satisfies the best people, 
and the best buying people, in this market. If you have any like ambition, The 
Inquirer can add all the lift you are likely to need in Philadelphia! 


Che Philadelphia 


NATIONAL ADVERTISING REPRESENTATIVES 
Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis + Keene Fitzpatrick, San Francisco 
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Bank Aids Doctors 


To the Editor: Enclosed are a 
proof of the ad and a copy of the 
mailing piece used by California 
Bank in connection with “Pay- 
Your-Doctor-Week” recently. This 


IMPORTANT. somenmes. to have doctor im the hours - when sickness 
dows showed ome today are the ers perturmed by dew tort on the bghong 
tromes of the world — the of Amernam boys Theirs to the 


Ge poy the den tors on the home trom: who heave showldered added 
tame are working long hours to mamta the health of the workers 
to Nowember Your Dexter Geet To help vow pey doctor belle, os well 


is an event which was originated 
by California Bank in 1938 and 
sponsored each year by banks in 
various parts of the country since 
that time. 

Reprints of the ad were sup- 
plied to doctors requesting them, 
for enclosure with month-end 
statements to patients. These re- 
prints were also placed in month- 
end statements of the bank’s 
checking account customers. 

The event has prompted many 
expressions of good will toward 
the bank on the part of the med- 
ical fraternity. 

This year emphasis was placed 
on the service of doctors to their 
country, both on the war and 
home fronts, rather than upon 
“Pay-Your-Doctor-Week” itself. 

Rop MACLEAN, 

Advertising Manager, Cali- 

fornia Bank, Los Angeles. 


=. 


Permission Granted 


To THE EpIToR: WILL APPRECIATE 
YOUR PERMISSION TO REPRINT 
CHELSEA STORY JAN. 31 ISSUE GIV- 
ING ADVERTISING AGE FULL CREDIT 
AND WARREN L. BASSETT BY-LINE. 

Larus & BROTHER COMPANY, 

Inc., Richmond, Va. 


=. 
How’s Your Eyesight? 

To the Editor: Much ado has 
been raised about the failure of 
advertising professionals to judge 
correctly the best pulling adver- 
tisements in the ICS series. I am 
not running to the defense of fel- 
low craftsmen in the advertising 
business, but it does occur to me 
that the recent contest was a bit 
unfair. 

For years we've all been stress- 
ing the importance of copy and 
I'll bet my shirt that not one ad- 
vertising man in a hundred read 
the copy in those ICS ads. It be- 
came a contest of headline judging 
because the copy blocks were re- 
duced to such small type in your 
miniature reproductions that no 
one past 30 could read it without 
a microscope. 

Perhaps at that, though, the bad 
scores will remind us again not to 
judge a book by its cover, nor the 
effectiveness of an advertisement 
by its headline and illustration. 


This department is 


Copy grinders take a bow — and 
ask the boss for a raise. 
T. Howarp BLACK JR., 

Space Buyer, W. Earl Both- 

well Advertising Agency, 

Pittsburgh. 

[Editor’s note: Here, perhaps, 
is a prospect for the “Better Light 
—Better Sight” people. This is 
the first complaint that has been 
received on the readability angle 
of the contest. ] 


Dentists Are Using 
‘Peerless’ Stools 


To the Editor: I read with in- 
terest your item that dentists were 
using bar stools for relieving the 
great strain on their feet and back. 
And was even more interested to 
learn that formerly discarded 
ideas for a scientifically designed 
stool may be revived. 

What do you mean revived... 
what do you mean discarded? 

We manufactured and sold 
many thousands of our stools for 
dentists before the war ... and 
now with the release of some ma- 
terials we are again beginning 
their manufacture. 

Attached is a copy of our adver- 
tisement recently run in Dental 
Survey, the leading dental journal. 
Note the illustrations and text— 
see that the stool fulfills perfectly 
the function of resting the den- 
tist’s feet, relieving the strain on 
his back, and yet giving him com- 
plete freedom of movement. 

And our sales prove that den- 
tists use the stool. 

Lou WEINSTEIN, 

Peerless Appliance Company, 

New York. 


Brother, Grab the Torch 


To the Editor: I notice the 
“Diary of an Ad Man” is no longer 
to appear in ADVERTISING AGE. 

This, in my opinion, is regret- 
table since the Diary has been one 
of the bright outstanding features 
of your excellent publication. It 
has proved so useful a tool that as 
soon as each issue of ADVERTISING 
AGE comes to my desk I clip and 
paste each article of the Diary in 
a scrap book, which I refer to fre- 
quently. 

It is my hope that you will be 
able to find and persuade some 
good brother who can qualify to 
take up the torch and carry on. 
Am sure many, many others will 
agree with me in this suggestion. 

Harry D. MAKEEVER, 

Sales Supervisor, Peoples’ Gas 

& Electric Company, Mason 

City, Ia. 


Wrong Turned Out Right 


To the Editor: Now it can be 
told. The enclosed calendar for 
one of our clients, the Producers’ 
Crop Improvement Association, 
Piper City, Ill., was finished late 
in December of 43. We felt that 
a grave error had been committed 
in listing Thanksgiving as Nov. 23. 

You can imagine our delight last 
evening when the newspapers 
carried a wire story out of Wash- 
ington stating that Thanksgiving 
would be on Nov. 23 in 1944 de- 


a reader’s forum. Letters are welcome. 


spite 99 99/100% of all the other 
calendars! 

As a result of our error, our 
client’s is probably the only cal- 
endar in existence that is correct 
—especially with regard to 
Thanksgiving. 

Which goes to show that adver- 
tising men are always right—even 
when they are wrong. 

WILLIAM H. KINSALL, 

General Manager, Kane Ad- 

vertising, Bloomington, Ill. 

[Editor’s Note: As indicated in 
these pages several weeks ago, 
Thanksgiving will hereafter be 
celebrated on the fourth Thursday 
of November, by Congressional 
edict. This year November has 
five Thursdays, and many con- 
fused calendar makers indicated 
the fifth Thursday as Thanksgiv- 
ing Day.] 


Every Ad a War Message 


To the Editor: I know it is 
quite common for advertisers to 
put “a war message in every ad,” 
but are there many others follow- 
ing the policy of the milk sales 


| WONDER WHAT'S 
BECOME OF SALLY? 
Q 


4 
SHE’S A WAC 


Every woman 
who enrolls in 


Every city family should 
od if able Plan 


t 
well in 

of advance. Can and pre 
the WAc as much fresh and perishable 
drive trucks, "4 food as possible. Cut waste 
keep stock use every crumb, every 

drop. 

records, repair 


your Victory Garden 
make Share the food supply will 
servations, repair radio appara ingly with your armed {c 
tus and perform scores of other Allies, neighbors. R 
important military duties that 
women can do as well as men Accept no rationed food 
without giving up ratior 
ata ‘ay no more than 
top legal prices. 


Join the WAC — apply WAC 
Recruiting Office, 20 E. Gay St. 


Columbus Quota: 
407 by Dec. 7 
Moores & Ross 


Milk Ie Precious .. + 
Don't Waste lt! 


MOORES & ROSS 


Milk Is Precious— 
Don't Waste It! 


department of Moores & Ross in 
making every ad a war message? 

The enclosed ads will show how 
we have consistently devoted our 
regular weekly space in Columbus 
newspapers to promoting patriotic 
projects, with no plug whatsoever 
for our own products, Sofkurd 
milk and Lab-Chek milk. 

Among the causes we have 
championed in print are Wac re- 
cruiting, Franklin County war 
bond sales, Red Cross Blood Donor 
Center, “Food Fights for Freedom” 
drive, campaign for more women 
to take jobs to relieve manpower 
shortage, scrap metal collections, 
the War Chest, anti-inflation drive, 
Victory gardens and absenteeism. 

Judging from comments on our 
advertising, both from townspeo- 
ple and service men in camps and 
abroad who receive Columbus 


newspapers, we are building a 
giant reservoir of good will which 
will be invaluable in the highly 
competitive days which will follow 
the war. 

During the planning and prepa- 
ration of our advertising we have 
had the close cooperation of the 
Byer & Bowman Advertising 
Agency, which has been in charge 
of the Moores & Ross account since 
1924. 

GEORGE LESLEIN, 

Sales Manager, Moores & Ross, 

Columbus, O 


| 
Referred to Copy Cub! 

To the Editor: How would you 
like to have a humor column for 
ADVERTISING AGE? There would 
be no charge. Laughter Builds 
Morale! 

When an individual smiles and 
much more when he laughs, it 
adds something to his fragment of 
life . so let’s keep America 
laughing. 

Louis C. SHIMON, 
Watertown, Wis. 


1941 Purchases, Not 
Use, Is the Issue 


To the Editor: Re your publicity 
in the Jan. 31 issue on chrome pig- 
ments which appears on Page 48 
of the issue, please be advised 
that there is one error in the state- 
ment closing the first paragraph. 
M-370 does not limit ink manu- 
facturers to 50% of the chrome 
pigments they used during 1941. 
It limits them to a use of 50% of 
their 1941 purchases. 

The industry bought rather 
heavily in 1941 and inventories 
were large at the end of the year, 
so that the permissible use under 
the order above amounts to con- 
siderably more than 50% of the 
1941 use. The writer would con- 
servatively estimate that around 
66 2/3% of the 1941 use, which 
together with other available ma- 
terials should not hamper the user 
of chrome colors in his normal 
requirements. 

Davin H. SLOANE, 

Secretary, National Associa- 

tion of Printing Ink Makers, 

New York. 


Advocates Agency Mark 


To the Editor: There has been 
considerable discussion of late re- 
garding the signing of ads by the 
agencies which prepare them. One 
phase seems to have been over- 
looked, that is by using an iden- 
tifying mark just as some of the 
ancient guilds did. 

By citing my experience, I can 
illustrate my point as an actual 
case history instead of a theory. 
When I operated my own agency 
some years ago I wanted a method 
of identifying our work. Yet I 
was opposed to the idea of an 
agency signing its ads openly as I 
believe it detracts from the per- 
sonal aspect of the messages. Here 
is how I arrived at a solution. 

A trademark would have been 
a subterfuge and in such an essen- 
tially minute size, would have 
been indistinct, anyway. I was 
not averse, however, to including 
a tiny symbol which had no mean- 
ing to the readers, if noticed at 
all, yet which could be an identi- 
fying mark for those who might be 
potential clients. I wanted some- 
thing very simple, though distinc- 
tive. In such a small size, it was 
difficult to have a special mark 


‘ 


davertising Age, Fetruary 14, 


which meant anything, although 
such a mark did not require any 
particular significance. Further. 
more, I didn’t want to resort to 
anything expensive so decided tg 
look for a stock symbol, readily 
available and not at all costly, ] 
found a happy solution in the sign 
of “Leo” in the almanac. This 
astronomical sign did have a4 
meaning, considering my name; jt 
was certainly distinctive though 
very simple; it could be purchased 
cheaply and was also available on 
linotypes. (I bought a matrix for 
that purpose.) 

We inserted the symbol incon- 
spicuously in the lower left-hand 
corner of an ad or on the last 
page of a piece of literature we 
had prepared for a client. I pur- 
posely did not promote this mark 
in any way, other than occasion- 
ally using it as a cornerpiece or 
an ornament in our own ads in 
local papers. We never merchan- 
dised the symbol nor did we tell 
anyone outside the agency about it, 

I was amazed how quickly and 
easily the public caught on—not 
only among advertisers but gen- 
eral readers as well. When they 
saw the mark (some called it a 
“fishhook”’) in an ad, they recog- 
nized that advertising as a creation 
of the Bott Advertising Agency. 
Our clients didn’t object, as the 
mark didn’t detract and had no 
ostensible meaning. 

I am still opposed to an agency 
signing their ads, as I believe the 
public should feel that the adver- 
tising is a direct relationship and 
not a third-person arrangement. | 
do not believe it would be objec- 
tionable if ads were trademarked 
in such a simple and unobtrusive 
way. 

P. Bort Jr., 
Buffalo, N. Y. 


Plans L. A. ‘Cavalcade’ 


To the Editor: Following up 
my recent photographic survey of 


South America, I am now organ-| 


izing a similar survey of the Cen- 
tral Americas, Mexico and _ the 
islands. This Cavalcade of these 
countries will start in May and 
run through to January, 1945. 

I make industrial and economic 
motion pictures in 16 mm color 
— black and white and color 
stills. 


are looking for material for their 
files or to have us render special 
pictures to be used in public rela- 
tions and general advertising. 

I am open for discussion with 
any company who may want 2 
special picture story made of any 
product, background material for 
public relations pictures or contact 
for such companies who want to 
make connections in these coun- 
tries. It will be necessary to have 
all discussions and contracts closed 
by May 1, 1944. 

CHARLES PERRY WEIMER, 
321 E. 17th St., New York. 


Review Draws Praise 


To the Editor: Thank you for 
the splendid review on Theodore 
Regensteiner’s book, “My First 
Seventy-five Years.” He has re 
ceived many fine comments [re 
garding it from members of the 
advertising fraternity — another 
glowing testimonial of the splen- 
did readership your publication 
enjoys. 

NATHAN E, JACOBS, 

Bozell & Jacobs, Inc., Chicago. 


W-I-T-H in Baltimore is giving away 
$6,000 in War Bonds Jan. 19 to 
Feb. 17. 240 Bonds in all. Those 
without phones can win. It's a neat 
idea. The kind that lets W-I-T-H 
come up 24 hours a day with low 
cost and big sales for advertisers. 
Check available time. 


BALTIMORE 


TOM TINSLEY, President 
. Represented Nationally by HEADLEY-REED 
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If you are an advertiser with things to sell now — and also in 
the future — don’t overlook this young woman, and what she 


represents. 


She represents —a compact circulation group more than a 
million four hundred thousand strong —a readership of more 
than ten million—The Ideal Women’s Group. 


She represents—big buying power—now—and later too. Her 
taste has risen with her salary. But she’s still guided by the 
movie stars and her Ideal Women’s Group magazine in her 
choice of fashions, drugs, accessories, furs, cosmetics, food, 
furniture and clothing. 

She represents—an important future market. She will be the 
mother, and the home maker of tomorrow, who will continue 
to buy the products of advertisers who reach her now, sell her 
now, gain her confidence now. 

Now is the ideal time to tell your story to the Ideal Women’s 


Group readers. 


You can count on their immediate and eager response today 
—and you can count on getting your product in on the ground 


floor of tomorrow’s continued buying. 


THE IDEAL BUY’ TODAY 1S 


* BUY AN EXTRA WAR BOND * 


99.6% voluntary newsstand sales — Lowest 
rate per page per thousand in the 
entire women’s group field! 


We are in a position to guarantee present circulation, 
maintain full editorial service and provide exceptional 
space opportunities for advertisers, through the elim- 
ination, for the duration, of two magazines outside our 
IDEAL WOMEN’S GROUP. 
NEW YORK 
Ideal Publishing Corp. 
295 Madison Avenue 
New York 17, N.Y.— MU 3-8191 
CHICAGO LOS ANGELES 
Ideal Publishing Corp. Don Harway & Company 

360 North Michigan Avenue 816 West 5th Street 
Chicago 1, Ill.—State 5582 Los Angeles 13, Cal.— Mutual 8512 
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chain, emphasized that American 
will be a network with a definite 
programming policy, a policy of 
| bringing listeners the kind of pro- 
. |grams they want to hear, at the 

Program Policy | time when they want to hear them, 
| “We will provide the best of 

Boston, Feb. 10.—Long-range | eyverything—music, drama, comedy, 
plans to provide “a very special| variety, service material, news— 
kind of network service” |not in hodge-podge confusion, but 


have 
been announced by the American | in a well-ordered arrangement 
that will furnish entertainment 


Network, the first chain of stations | 
organized for the exclusive pur- | and information without heedless 
pose of broadcasting FM network | duplication,” said Mr. Shepard, 
programs. | adding that when operations begin 
Asserting that a radio network | American will provide FM broad- 
can have as distinct a personality | casts over mutually owned FM 
as a gréat newspaper or magazine, | stations throughout the country. 
John Shepard III, president of the Until new FM construction can 


FM Network 
Sets Long-Range 


GIBBONS 


ADVERTISING 


KNOWS CANADA 
J. J. GIBBONS LTD. 


SAY EET. TORONTO 
REGINA 


MERCHANDISING 


TORONTO MONTREAL WINNIPEG CALGARY EOMONTON VANCOUVER 


be resumed, the American Net- 
work is studying the needs and 
interests of the listening public 
and making plans, the results of 
which will be an “ideal program 
— according to Mr. Shep- 
ard. 

These plans will be built around 
information which is to be ob- 
tained through an extensive lis- 
tener survey conducted by Kenyon 
& Eckhardt, New York. 

Mr. Shepard predicted that pro- 
grams which will be designed for 
the listener will be equally pleas- 
ing to the commercial sponsor. 
“We will provide a wide, yet 
select, audience to which a sponsor 
can direct intelligently written 
commercials,” he said. 


CBS ANNOUNCES NEW 
FM BROADCAST SCHEDULE 


New York, Feb. 10.—A new 
schedule which will bring all CBS 


commercial and sustaining shows 
to owners of FM sets has been 
announced by Arthur Hull Hays, 
general manager of CBS-owned 
WABC-FM outlet in New York. 
Until Feb. 1 the FM broadcasts 
were limited to special recorded 
and transcribed music. 


Last week Celanese Corporation 
of America placed 435-line ads in 
New York dailies to announce 
jointly with CBS that its broad- 
casts of “Great Moments in Mu- 
sic,” heard over the regular CBS 
standard band network, would 
henceforth be made available to 
CBS FM outlets, originating from 
WABC-FM in New York. 


Deodorant to Kimball 


Abbott Kimball Co., New York, 
has been appointed by Carter 
Products, New York, for the Hush 
deodorant account. 


Why like 
Write for 


Cosmopolitan 


Margaret Culkin Banning 


| There must be a first time for everything. 
That by-line—“By Margaret Culkin Ban- 

| ning” has appeared 23 times in the last 72 

| issues of Cosmopolitan and the range of 

| her characters has included almost all 
kinds of people. But this is the first time 
she’s written about editors! 


You can’t dawdle or be obscure in either 
your thinking or your writing. You aren't ex- 
pected to soft-soap your readers nor to play 
down actual facts for them. Cosmopolitan 
knows that its readers are realistic and quick- 
witted, and that they differ in many reactions 
from the reading public of even a few years 
ago. The Cosmopolitan editors don’t consider 
the public falsely sentimental. But they know 
that interest in human relations is just as strong 
as it ever was and that people still fall in love 
and like to read about other people’s romances. 


| 
| T IS stimulating to write for Cosmopolitan. 
| 


brilliant writers to its readers . . 
love and romance that stimulates the imagination . . 
for the effective advertising of branded products. 


It is a magazine edited for human _ beings 
and not for some theoretical reader. I can 
usually earmark a story idea for Cosmopolitan 
as soon as it comes into my mind. The idea 
must have enough inherent emotion to arouse 
sympathetic feeling in people who read the 
finished story. If it can be written from several 
angles, I can choose the one I think is best, 
without editorial dictation. So I like to write 
for Cosmopolitan because I have to do a good 


job to get the story printed. 


If I didn’t like to write for Cosmopolitan, I 
wouldn’t do it. Nor would the editors let me. 


Writing makes Gea Reading,/ 


The editorial policy that Margaret Culkin Banning commends is the reason 
why over 5 000,000 men and women like to read Cosmopolitan. 


It's also why advertisers are giving Cosmopolitan a prominent place on their 
present—and post-war—programs. 


For Cosmopolitan’s editorial policy does more than bring great stories and 
. it offers a background of realism and emotion, 
. makes a powerful plus 


A new record! Newsstand sales for the December issue of Cosmopolitan 
at 35¢ came to 1,113,000 copies—an increase over the corresponding issue in 1942 of 37.1%. 
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Business Mail Group 
Elects Officers 


Charles A. Bethge, vice - pregj. 
dent of Alden’s Chicago Maijj 
Order Company, has been re. 
elected chairman of the Nationa} 
Council on Business Mail, Chicago, 
O ther officers re-elected were: 
George F. McKiernan, president 
of George F. McKiernan & (Co, 
president; Douglas C. McMurtrie 
director of typography for Ludlow 
Typograph Company, secretary: 
and Ernest J. Leger of Butler 
Brothers, treasurer. 

Mr. Bethge disclosed that the 
council will continue to press the 
fight against proposed postal rate 
a in the federal revenue 

ill. 


Two Name D&B 


Davis & Beavan, Los Angeles 
agency, has been named to handle 
the accounts of Vogue Rubber 
Company, Chicago, and of Dodson 
Ltd., southern California distribu- 
tor for Vogue tires. Business 
papers are being used for the for- 
mer to enlist postwar franchises, 
and newspapers and outdoor for 
the latter. 


especially 
the 261° 
national and 
regional 
advertisers 
who helped 
to make 
1943 
our biggest 


year to date 


*And more than !55 advertisers whose 
business is strictly local in nature. 
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Affiliated with the Des Moines Register anc Tribune 


Represented by The Katz Ayency 
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THERE RDBOA SKELETON 


HAVE YOU A STOCKROOM FULL 
OF OLD ADVERTISING MATERIAL 
WHICH WILL NEVER BE USED? 


Thousands of advertisers have accumu- 
lated large quantities of old displays, 
cartons, advertising pieces and other 
promotional material that they will 
never use again. Probably it has never 
even occurred to you that you've been 
hoarding waste paper and paperboard 
scrap that Uncle Sam needs desperately 
to carry on the war — for food and am- 
munition containers and a thousand 
and one weapons of war for whose 


manufacture used paper is a vital 
necessity. 


Your nation needs over 8,000,000 tons of 
salvaged paper in 1944. In spite of all 
the public has been able to do, we are 
far short of the mark. We MUST make 
up the difference. Do YOUR share — 
find out NOW what you have on hand 
.-- and TURN IT IN. 


Get that cardboard skeleton out 
Pie of your closet! Sell every avail- 
NY & able pound without delay! 


EVERY MONTH, for the WAR EFFORT 


4000 
CARLOADS 


OF OUTMODED DISPLAYS and 
ADVERTISING MATERIAL... . 


Check your storeroom, warehouse 

and distributors for old DISPLAYS, fs 
CARTONS, SIGNS, CUT-OUTS, CALEN- > 
DARS, CATALOGS, FOLDERS and 
OTHER ADVERTISING MATERIAL. URs 5 No 
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If we want to avoid idle factories after the war—one of the m@ 


pressing problems to be solved is the handling of war contra 


terminations. 


you know what such procedures W! 
workers. You know how disastrous po! 


, you know how cost! 
war unemployment will be to the communities in which ™ 


-out negotiations will be to your employees —4s 


As an industrial or business executive 


long drawn 
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YOU know—but the men and women most affected, don’t! 
Until the public is educated to understand that an 
which hurt business inevitably lower the country 
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pany, Inc., 
, New 


McGraw-Hill Publishing Com 
330 West 42nd Street 


WHAT You cAN Do / 


YOU CAN obtain free newspaper mats of the above Edipictorial to 


run over your or your clients’ signature, in the local newspapers. 
For this material, or further information, write to Public Relation 


YOU CAN use the copy or illustrations in any manner you prefer— 
to supplement or start your own public relations campaign. 


YOU CAN obtain booklet reprints to use as pay envelope or stock 
holders’ reports enclosures at cost ($10.00 per thousand) 
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Carleton Now President 
George N. Carleton, formerly 
vice-president of Detroit Sulphite 
Pulp & Paper Company, has been 
elected president of the company. 


NO BURTON BROWNE CLI- 
ENT HAS A COMPETITOR 
WITH BETTER ADVERTISING 


BROWNE 
v RTISING 
CHICAGO - DELAWARE 3800 


Campbell Starts 
Advertising for 
Dehydrated Soups 


Camden, N. J., Feb. 10.—Camp- 
bell Soup Company, largest manu- 
facturer of canned soup, this week 
broke with 1,000 and 500-line ads 
in the Philadelphia Bulletin to 
introduce two varieties of a new, 
dehydrated soup being marketed 
under the Franco-American label, 
marking the company’s official 
entry into the dehydrated field. In 
addition, three radio stations are 
also being used in the Philadelphia 
area to promote Campbell’s new 
line to the consumer (AA, Feb. 7). 

Mindful of the sizable volume of 
business being done by competi- 
tors marketing dehydrated soups, 
Campbell for some time has been 


in the process of distributing its 
dehydrated soups in Philadelphia 
and northern New Jersey and 
more recently in metropolitan New 
York and southern New Jersey. 
There has been no advertising 
until the present, and it is ex- 
pected that advertising will be 
stepped up in ratio to distribution. 

Two varieties, vegetable noodle 
and noodle, are currently being 
offered to consumers, while a 
third, pea soup, may also be seen 
on grocers’ shelves in the imme- 
diate future. The dehydrated prod- 
uct is packaged three envelopes to 
an open-front carton, the envel- 
opes printed in silver, green and 
red, and bearing the familiar boy 
trademark of the Franco-Ameri- 
can line. 

According to a spokesman for 
Campbell, the company has 
adopted the Franco - American 
label for its dehydrated soups so 


that it may restrict the strongly 
advertised Campbell name to its 
canned soup line. 

Development of the dehydrated 
soups began about four years ago, 
and marketing was held up until 
it was certain that the dehydrated 
soups were of a quality to stand 
alongside the company’s canned 
product. 

Each package includes dehy- 
drated noodles and a gelatin cap- 
sule of chicken fat, and the re- 
mainder of the ingredients is in 
the envelope. 

Ward Wheelock Company, Phila- 
delphia, handles the account. 


LF & Co. Changes Name 


The name of Lamport, Fox & 
Co., South Bend, Ind., agency, has 
been changed to Lamport, Fox, 
Prell & Dolk, Inc. There has been 
no change in the management. 


HOW GET MORE FROM 


Here Are 
The Facts... 
Not Claims! 


Now ready for you—the first complete study of listening 
habits in America’s 4th Largest Market—based not only on 
continuous house-to-house surveys; but also onan analysis 
of extensive mail offers and numerous retail store records. 

Advertisers and agency executives who have already 
seen this presentation say it’s a real contribution to scien- 
tific time buying. 

You owe it to your clients and yourself to review it. Write 
or phone today! WAAT, NEWARK 1, NEW JERSEY 
National Representatives (Outside New York Area) Spot Sales, Inc. 


YOUR ADVERTISING DOLLAR! 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” 


*Do you realize this market contains over 31. million people; more than these 14 cities combined: — Kansas City, Indianapolis, 


Rochester, Denver, Atlanta, 


Dallas, Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 


Feb. 14. Export Managers Club 
of Chicago and Chicago Associa. 
tion of Commerce, world trade 
conference, Hotel LaSalle, Chicago, 

Feb. 15-16. Inland Daily Pres 
Association, winter meeting, Hote] 
Sherman, Chicago. 

Feb. 20-22.—Joint conference of 
the Advertising Managers’ Bureay, 
New York State dailies, and New 
England Newspaper Advertising 
Executives Association, Hote] 
Kimball, Springfield, Mass. 

Feb. 22-23. Financial Adver- 
tisers Association, midyear meet- 
ing, New York. 

March 28-31. American Man- 
agement Association, annual pack- 
aging conference and exposition, 
Palmer House, Chicago. 

April 4-6. National Sales Pro- 
motion Clinic by the Sales Pro- 
motion Division of the National 
Retail Dry Goods Association, 
Netherland Plaza Hotel, Cincinnati, 

April 25-27. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 25-27. Associated Business 
Papers, annual spring meeting, 
Country Club, Rye, 

June 4-7. Advertising Federa- 
tion of America, annual meeting 
and second war advertising con- 
ference, Hotel Sherman, Chicago, 

June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ing, Palmer House, Chicago. 

Aug. 28-31. National Associa- 
tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. 


Gill Named Editor 


G. S. Gill, president of the Cass 
County (Ill.) Telephone Company, 
has been named associate editor 
and development engineer of Tele- 
phone Engineer & Management 
and Fortnightly Telephone Engi- 
neer, Chicago. He will head the 
publisher’s consulting staff for 


manufacturers planning products: 


for the telephone and communica- 
tions field. 


Loeb to Ziff-Davis 


R. H. Loeb, formerly manager 
of book advertising for the New 
York World-Telegram, has been 
named advertising and promotion 
manager of the book department 
of Ziff-Davis Publishing Company, 
Chicago. Mr. Loeb, who also con- 
ducted a book reviewing column 
for the Telegram, had previously 
been given a medical discharge by 
the air forces. 


Capelle to ‘Exporter’ 

William H. Capelle, formerly ad- 
vertising manager of Country Life, 
has been named manager of the 
newly opened branch office of 
American Exporter in St. Louis, 
which will serve as headquarters 
for the publication’s activities in 
the southern and_ south-central 
states. 


, Published by GIRL SCOUTS 


\ 195 East Street, New York 17 


Grow along with us! 


225,000 ABC! 


MEMBER OF THE YOUTH GROUP, 


Conn 
OT 
Convention 
“ae JACK HORNER... Muncie, Indiana, 
an is no more proud of Jack than we 
are. Layout, copy, contact... he is 
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WE ARE ALL IN THIS RECORD 


Outstanding artists...Top-notch art directors... Foremost 
advertising agencies and advertisers ...Yes, they are all in the 
} Record with a showing of their best art. This marvelous volume, 
{ generous in size, with its many color pages and comprehensive 
representation of expertly judged art, is amazing everyone in 
the advertising profession. Makes us tingle with pride to have 
been selected by the ADCC to make the necessary engravings. 


Order from A. Kroch & Sons, 206 N. Michigan Ave., Chicago. Price $6.00 


COLLINS MILLER & HUTCHINGS 
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| Thornton Ads 


Offer Service Men 
Free Pin-Ups 
(Picture on Page 59) 

New York, Feb. 9.— Walter 
Thornton, head of the model 
agency, who is constantly search- 
ing for new types of beautiful 
girls, handsome men, characters, 
teen ages and children, this week 


began a new advertising campaign 
in New York dailies, offering serv- 


ice men free autographed photos 
of pin-up girls. 

According to Mr. Thornton, 110- 
line ads will appear every week 
for a period of five months, during 
which time it is expected that a 
total of 1,000,000 photos will be 
given to service men. However, 
Mr. Thornton told ADVERTISING 
AGE the campaign will be con- 
tinued in the event this number 
has not been reached at the end 
of the five-month period, until the 
million mark has been attained. 

He said that immediately fol- 
lowing the first day’s insertion, 


some 5,000 requests for pin-ups 
were received by his office. Twenty 
models of various types will be 
featured in the series. 


S. Duane Lyon, Inc., is the 
agency. 
Nelson Returns to Radio 


F. P. Nelson, after more than 
two years with OWI as assistant 
chief of the bureau of communica- 
tions facilities, has returned to 
Westinghouse Radio Stations, Inc., 
Philadelphia, as manager of its 
expanded television and shortwave 
activities. 


Arndt in New Post 


Ray Arndt, formerly eastern 
district manager for the Oregon- 
Washington Plywood Company for 
nine years, has been named man- 
ager of the newly created door di- 
vision of United States Plywood 
Corporation, New York. 


Lunke Moves Office 


James R. Lunke & Associates, 
advertising counselor, has moved 
to larger quarters in suite 718-719, 
Joseph Vance building, Seattle 1, 
Wash. 
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in Holland’s—the magazine of the new South. 


New South 


with Holland’s 


*Complete figures on request. 


And from El Paso to Norfolk, from Louisville to New Orleans—it’s building up more steam 
day by day... steam that will spell sales both immediate and post-war. There’s something cook- 
ing in today’s new South that you ought to take a peek at now. Because out of the kettle is coming 
the most extensive and largest advertising frontier that America has ever known. Oil, sulphur, 

coal, magnesium, iron, agricultural production—the South’s great natural resources—are being 

turned by the wheels of the South’s own industries into dollars in the pockets and war bonds in 

the lock boxes of Southern families—dollars that are waiting to be spent for every kind of acces- 
sory and necessity that will make post-war living in America better than ever before. Take a peek 
ines at what is brewing in the South today and you'll decide that now is the time to win good will, 
ae * acceptance and friendship throughout the Southland. Take a peek at Holland’s and you'll know 
» that the quickest, surest way to reach the heart of today’s new South is through your advertising 


GARFIELD BUILDING, LOS ANGELES 


DALLAS 
TEXAS 


THE SOUTHLAND LEADS AMERICA IN POPULATION GAIN 


Fifteen out of the 21 metropolitan markets with the greatest percentage of civilian increases lie 
in Holland's South.* Eleven out of the first 21 cities registering the largest numerical increase 
are in today’s new South. A Department of Commerce study of metropolitan areas shows that 
five out of the six Class A-1 areas with the BEST prospects of retaining wartime growth lie in 
today’s new South. Five out of the six Class A-2 areas with SUPERIOR prospects of retaining 
wartime growth lie in today’s new South. Eleven out of the 16 cities in Class A-3 areas with 
EXCELLENT prospects of retaining wartime growth are in Southern cities. The accepted 
indices of business are pointing the finger of the future at today’s new South. 


12% OF HOLLAND'S FAMILIES OWN THEIR OWN HOMES 


In today’s new South the Holland's market is the home owner market. 78% live in single 
family dwellings. 88% have children. 78% of the entire family in the new South read Hol- 
land's. The Southland lives at home and /oves its home—and Holland's is tuned to the home 
character of the Southland. That's why your advertising in Holland's attains 48% more 
reader interest than in leading magazines in proportion to circulation, as proven by a 
L. M. Clark Reader Interest Survey. Holland's will help you put the welcome mat on the 
doorstep of Southern homes for your products in today’s new South. A few choice color 
positions for 1944 are still available. Write, wire or phone for reservations. 


ollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 
205 GLOBE DEMOCRAT BUILDING, ST. L 
West Coast Representatives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 
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75 EAST WACKER DRIVE, CHICAGO 
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Hollywood Will 


Be Hub of Blue 


Operation: Woods 


Hollywood, Feb. 10.—Hollywoog 
will, in time, become the center 
of operations for the Blue Net. 
work, with production on an even 
greater scale than in any other 
center, including New York, ac. 
cording to Mark Woods, president 
of the Blue, who has been here 
during the past week conferring 
with Edward J. Noble, chairman, 
and Don E. Gilman, vice-president 
in charge of the western division. 

The purpose of the Blue execy- 
tives’ visit to the coast at this 
time is to seek a site for the Blue’s 
own Hollywood studios and to look 
over the station situation with a 
view to purchasing a local outlet, 
said Mr. Woods. 

Pointing out that Blue can 
occupy its present quarters on the 
coast under agreement with NBC 
until two years after equipment 
becomes available for new studios 
and technical installation, Mr. 
Woods said that production on new 
studios will get under way as soon 
as possible after the end of the 
war. Every effort will be made 
to push construction once priori- 
ties are lifted, he said. 

Other business to be attended 
to during the visit of Mr. Woods 
and Mr. Noble will be the filing of 
a final application for an FM sta- 
tion in Hollywood and the erection 
of a television transmitter. 


Buchen Names Fox 
as Research Director 


Willard M. Fox, formerly re- 
search director for Newsweek, 
New York, has been named re- 
search director 
of The Buchen 
Company, Chi- 
cago agency. 
Mr. Fox pre- 
viously was 
with the Stand- 
ard Statistics 
Company as a 
field analyst, 
and for some 
years was di- 
rector of re- 
search for the 
Valspar Corpo- 
ration. He was also with the Mc- 
Graw-Hill Publishing Company, 
later serving as director of re- 
search for the Greenfield Tap & 
Die Corporation. 


W. M. Fox 


Federal Promotes Two 


Dr. Wallace H. Wulfeck, director 
of research of Federal Advertising 
Agency, New York, and John S. 
Davidson, radio director, have 
been named vice-presidents of the 
agency. 


Names Howard Agency 


Clinton Watch Company, Chi- 
cago, has named the Malcolm 
Howard Advertising Agency, Chi- 
cago, to handle its first advertising 
campaign. Radio time signals are 
being used in the Chicago area. 


You can't 
COVER MICHIGAN 
WITHOUT... 


On the main line 


of 
portation for 
than a century. Half- 


way between De 
and Chicago. One 
Michigan's most im 
portant and 4 
markets. 
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N. Y. Bank Raps 
Loan Companies 
Via Ad in ‘News’ 


New York, Feb. 8.—While open 
warfare between small loan com- 
panies and banks has been con- 
fined mostly to the legislative and 
legal fields, one large banking 
institution today took the bull by 
the horns by running an ad in a 
paper which usually carries per- 
sonal loan advertisements placed 
by at least half a dozen loan com- 
panies. 

Captioned “Why pay more for a 
personal loan?” the Manufactur- 
ers’ Trust Company used 174-line 
space in the Daily News, a paper 
which normally carries sustained 
campaigns by many loan compa- 
nies which run frequent inser- 
tions, principally Household Fi- 
nance Corporation; Local Loan 
Company; General Public Loan 
Corporation; Personal Finance 
Company, and others. 

Copy in the bank ad says that 
before arranging for a _ personal 
loan anywhere, “it will be to your 
advantage to look into the low- 
cost service of Manufacturers’ 
Trust Company.” Plaint of the 
small loan companies, which ex- 
pect to lose a certain amount of 
business to the new competition, 
is that banks frequently mislead 
in their ads as to the true rate of 
interest they charge on loans. 


Mischka Opens Agency 

Z. H. Mischka has resigned as 
director of publicity and of the 
manual department of Russell T. 
Gray, Inc., to open his own agency 
in the Engineering building, Chi- 
cago. The new organization will 
engage in public relations work 
for industrial clients and in prep- 
aration of instruction manuals and 
parts catalogs for manufacturers 
holding government contracts. 


s 
Perkins to ‘Look 
Albert R. Perkins, formerly 
script director and manager of the 
program writing staff of Columbia 
Broadcasting System, has joined 
Look, New York, as film and radio 
director. 


Name Stuart, Knox 


Harold L. Stuart, Cleveland, and 
Herbert Knox, New York, have 
been named advertising represen- 
tatives of Petroleo and Aviacion, 
Los Angeles. 


Dairy Group Back 
with Full Page 
in ‘Satevepost' 


(Picture on Page 59) 

Chicago, Feb. 8.—First venture 
in national publications by the 
American Dairy Association in 
recent months is a four-color page 
in the Feb. 5 Saturday Evening 
Post designed to emphasize the 
importance of dairy foods in 


everyday life. The SEP advertise- 
ment is the only one scheduled by 
ADA thus far this winter in na- 
tional magazines. 

Under the heading, “He Fought 
for All Mankind,” the advertise- 
ment pays tribute to Stephen 
Moulton Babcock as the father of 
many of the scientific facts now 
known about dairy foods. Copy 
relates that Babcock “Cornered 
‘hidden hunger’ . . . revealed life, 
health, energy in some foods .. . 
malnutrition in others,” adding 
that in “Babcock’s battle against 


hidden hunger, milk proved to be 
man’s best friend.” 

Declaring that butter, cheese, 
evaporated milk and ice cream 
contain the concentrated nutrition 
of milk, the advertisement asserts 
“Babcock’s revelation of modern 
nutrition has helped all mankind. 
He founded a new era in food. 
More of us live because of him. 
More of us enjoy a longer span 
of life. The world is better off 
for Babcock having lived.” 

Campbell-Mithun, Inc., Chicago, 
is the agency. 
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| love industry payrolls, and Knoxville's got ‘em! 


From the industrial worker’s standpoint there isn’t even an argument—Knoxville is easily the best dam market } 
in the world. Knoxville is the very heart of TVA—the largest single power system in the world: 
dams producing 11% of America’s hydro-electric power. 
world have come to Knoxville to utilize this enormous power pool. They have come with their tremendous 
payrolls—plants like Aluminum Co. of America; Eastman; DuPont; Rohm and Haas; some of America’s | 
largest textile mills. 


19 huge 


And naturally many of the largest industries in the 


WORLD'S LARGEST 
ALUMINUM PLANT 


OWE OF WORLDS LARGEST 
THERMOSTAT PLANTS 


SOME OF AMERICA’S 
LARGEST TEXTILE MILLS 


IMPORTANT COAL, 
ZINC, COPPER MINES 


PL ASTIC. AND 
CHEMICAL PLANTS 


CLINTON ENGINEER WORKS 
HUGE WAR PROJECT 


bank debit gains. 


has made Knoxville the 


look Knoxville. 


SOUTH IN 


Bank debits are an accepted index to business ac- 
tivity, and Knoxville is far ahead of the South in 
Metropolitan Knoxville today 
has over 200,000 population! And this astonishing 
growth is a permanent growth—because Knox- 
ville’s industries are permanent. That’s why the 
almost miraculous development wrought by TVA 


city with the greatest 


future in America. Whatever you do, don’t over- 


KNOXVILLE TODAY IS LEADING THE 


BUSINESS GAINS! 
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in Postwar Planning 

Alert manufacturers are not 
kidding themselves about the bat- 
tle of sales which will take over 
in the pre-peace and postwar 


periods. While this phase of post- 
war planning is receiving the short 
end of attention from the platform 
and in the news columns, there is, 
nevertheless, plenty of thought 
being directed to it by individual 
companies. The activity is in the 
direction of bringing the sales 
force up to date on company poli- 
cies, operations, developments and 
future plans, and establishing a 
degree of understanding between 
the field forces and the plant offi- 
cials to assure effective coopera- 
tion in meeting customer demands 
from here on. 

About a month ago The Dumore 
Company, Racine, Wis., manufac- 
turer of grinders and small motors, 
called its field men in for a three- 
day conference. Besides going 
into all the customary matters 
covered in a sales conference, con- 
siderable time was devoted to a 
study of factors which are likely 
to affect the company’s business 


as war orders taper off and the 
so-called postwar period enters. 
New products now in the minds 
of the development engineers were 
revealed; the advertising and sales 
promotion programs were detailed 
and explained with reference to 
their specific objectives, so the 
men might make most effective 
use of the material in their per- 
sonal contacts; and heads of all 
departments of the business, in- 
cluding bookkeeping, invoicing, 
order, shipping, credit, and service, 
outlined their particular opera- 
tions and explained reasons for 
their specific practices, thus giving 
the field men an understanding of 
internal problems and why certain 
regulations which at times may be 
irritating are necessary and take 
time. The time out was consid- 
ered decidedly worth while. 
Everyone seems to know, or at 
least feel, that the machine tool 
industry is in for a strenuous time 
after the war. That may be true 
of the industry as a whole, but 
how surpluses and over-machined 
conditions affect individual com- 
panies will depend on the in- 
genuity used in each case. One 
of the leaders in the field, the Cin- 
cinnati Milling Machine Company, 


BETTER THAN BLOODHOUND ... 


to track down the important buying 
factors throughout industry each month! 


With continual shifts in plant personnel now 
occurring due to war conditions, how can you 
keep up-to-date contact with the men in all 
plants who influence selections of products 


such as yours? 
The answer is: 


Let MILL & FACTORY’s 


unique controlled-paid circulation do it for you! 


ments 


On-the-Spot Observers 


There isn’t another sales force in the coun- 
try that can keep such close track of current 
industrial buying factors as the men who 
allocate MILL & FACTORY subscriptions! 

MILL & FACTORY ’s “scouts” are the 
1200 salesmen of leading industrial distrib- 
utors in every war-production area. 
in the busy plants each week—know every 
personnel shift, every pending order. What's 
more, they direct MILL & FACTORY ’s cir- 
culation to the men who buy... 
subscription . . . bring lists up to date each 


month! 


Los Angeles. 


They’re 


pay for every 


A CONOVER-MAST PUBLICATIO 


Full-Time Coverage 


Tell the “know how” facts about your prod- 
ucts in MILL & FACTORY, and you'll reach 
the right men in the right plants every month. 
They’re the factors who dictate war procure- 
. the ones who will eventually 
influence peacetime buying. 


Conover-Mast Corporation, 205 E. 42nd St., New York; 
333 N. Michigan Ave., Chicago; Leader Bidg., Cleveland; 
Duncan A. Scott, West Coast Representatives, San Francisco, 


is not going to be left at the start. 
This company has just completed 
a two-week sales educational pro- 
gram for its field staff, which was 
brought into the plant in three 
groups. In this case, too, the men 
were given a detailed review of all 
the company’s policies, its ma- 
chines and their applications, both 
old and new, in order to bring 
them up to date on everything. 

At the Cincinnati plant, ma- 
chines were brought right into the 
meeting room, placed under 
power, and capable engineers ex- 
plained them from stem to stern. 
Competitive machines also were 
analyzed. Field applications of 
the company’s machines were 
studied, including new applica- 
tions which have been developed 
at the factory. Out of these meet- 
ings, as in the case of The Dumore 
Company, came a better under- 
standing between the field men and 
the plant executives of their re- 
spective problems. Meetings such 
as these two will be common in 
the industrial field from here on, 
and in the opinion of many, they 
will have marked effect On the 
postwar future of companies and 
the country as a whole if employed 
widely enough. 

As result of experience many 
users of commercial printing have 
had with offset lithography during 
the war, its general use will be 
greatly expanded after the war, R. 
Verne Mitchell, president of Har- 
ris-Seybold-Potter Company, told 
the ‘Chicago Club of Printing 
House Craftsmen recently. As an 
indication of the trend he men- 
tioned the use of this process in the 
publication of overseas editions 
of “Time,” “Newsweek” and “Lon- 
don Daily Mail.” 


Activities in postwar planning 
among business and industry are 
covered in the fourth quarterly 
reports for 1943 of the field service 
of the Department of Commerce. 
The picture of the entire country 
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is included in eight regional re. 
ports now available from the de. 
partment. 


A questionnaire to determine 
postwar job preferences of its em- 
ployes now in the armed services 
is being prepared by L. Sonneborn 
Sons, Inc., oil refiner and manuy- 
facturing chemist. The survey 
will seek information on spe. 
cialized military training which 
may qualify employes for different 
types of work than that performed 
for the company before entering 
the service. The individual’s speci- 
fic preferences for future work and 
his own opinion of the type of 
work he will be best suited for 
will be given careful considera- 
tion. 


A conference on postwar eco- 
nomic problems of the American 
republics to be held in Washington 
in September has been proposed 
by the governing board of the Pan 
American Union. The problems, 
from a _ hemisphere standpoint, 
which would receive consideration 
include: 

1. Readjustment of war-ex- 
panded production of minerals, 
fibers and other strategic materials 
which are being supplied in large 
volume by Latin America for the 
United Nations’ war industry. 

2. The future of mining, tex- 
tiles, and other industries in such 
countries as Brazil, Mexico, and 
Chile which are now enjoying 
large export demand whether by 
reason of lessened competition or 
heavy war demand. 

3. Disposal of surpluses of cot- 
ton, coffee, and other export com- 
modities carried over from the war 
period. 

4. Termination of wartime con- 
tracts for the purchase of raw 
materials. 

5. Resumption of international 
trade along more normal lines. 

6. Postwar development of 
hemisphere resources for the rais- 
ing of civilian living standards. 


a\ 
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Union-Tribune Publishing Co. 
San Diego 1, California — 


is a multi-ped 


DIVERSIFICATION is a secret 
of San Diego’s basic prosperity. 
It’s the city with many legs to stand § 
on. Your advertising dollars i 
vested now in the San Diego Union. 
and Tribune-Sun will cultivate 
this big (443,700 metropolitan 
area) prosperous West Coast 
city, ranking"10th in effective 
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buying income. 
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—SM Sept. 30 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 
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Food Company 
Starts Campaign 
on Converted Rice 


New York, Feb. 8.—Featuring a 
Reader’s Digest article in telling its 
own story of a “revolution in rice,” 
Albert Ehlers, Inc., has started a 
campaign in New York dailies for 
its converted White Giant rice. 

The opening ad, in 150-line 
space, is captioned “Reader’s 
Digest reports revolution in rice!” 
and tells how an American food 
man and an English food chemist 
found the way to preserve the 
natural B complex vitamins in 
rice, yet retain the appetizing 
white appearance. Ehlers is dis- 
tributing limited quantities of this 
“converted” rice in New York. 

Until now, making white rice 
has meant polishing away all the 
B complex vitamins and minerals 
in the outer hulls of each rice 
grain, which left a pearly grain 
consisting mostly of starch, copy 


says. 

Col. Rohland A. Isker, research 
director of the Army Quartermas- 
ter Corps, has pronounced the con- 
version process “one of the most 
significant scientific developments 
of World War II.” Gordon Har- 
well and Eric Huzenlaub, the two 
men who started the “revolution 
in rice,” operate a plant at Hous- 
ton, Tex., which is producing 
about 200,000 pounds of converted 
rice daily, all for the Army. In 
a few months a new mill will 
double that output, while four 
other mills under different man- 
agement will soon start production 
in Arkansas, Louisiana and Texas. 

The new Ehlers campaign will 
appear in New York dailies two or 
three times weekly for an indefi- 
nite period and will continue to 
play up the Digest article in 
all ads. 

Weiss & Geller, New York, is 
the agency. 


STARTS CAMPAIGN 


New York, Feb. 9.—Grocery 
Store Products Sales Company has 
started a new campaign for its 
Cream of Rice, with copy playing 
up the product as the only hot rice 
breakfast cereal fortified to whole 
grain levels. 

The schedule calls for weekly 
insertions of 500 and 100-line units 
in 20 newspapers in 14 markets, 
with major emphasis given to the 
campaign in the New York-New 
Jersey area and in San Francisco, 
Seattle and Portland areas on the 
Pacific Coast. 

The opening ad tells of the 
nutritional factors of the fortified 
rice, and recommends its use for 
people with wheat allergies. 

Duane Jones Company, 
York, handles the account. 


New 


America's school teachers are 


public 
voracious readers. They're always trying 


to learn. And if they learn mistruths 
about your products, your company, your 
ideals of public service, can you say you 


have helped to give them the TRUE 
story? 


Why not be sure they know by telling 
them yourself in the pages of their own 
Publication—their own state magazine? 
You can reach any part or all of the 
700,000. We'll be glad to tell you how. 


Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, Inc. 


- Michigan Avenue, Chicago |, Illinois 
An ass tiation of 42 state teachers magazines 


ebruary 14, 1944 


Nine Join ANPA 

Nine daily newspapers have 
been admitted to membership in 
the American Newspaper Publish- 
ers Association, New York, bring- 
ing the total to 633—greatest in 
the association’s history. They in- 
clude: Californian, Salinas, Cal.; 
Chronicle, Augusta, Ga.; News- 
Tribune, Rome, Ga.; Times, Ham- 
mond, Ind.; Nonpareil, Council 
Bluffs, Ia.; Republican, Millville, 
N. J.; Public Opinion, Chambers- 
burg, Pa.; Record, Columbia, S. C.; 
and Press-Gazette, Green Bay, 
Wis. 


Complex Radio 
Spot Factors 
Shown in Study 


Los Angeles, Feb. 9.— Stan- 
dardization of rate cards, still to 
be developed in the radio field, 
would help simplify the compli- 
cated problem of evaluating radio 
spots, the Mayers Company, Los 
Angeles agency, points out in a 
study of the radio spot picture. 

Although radio spots represent 


approximately a third of the 
amount spent annually for all 
radio advertising, the agency de- 
clares in a _ recently published 
booklet, there is a definite lack of 
any system to use in analyzing the 
“real dollar value of a given radio 
spot.” Mayers solved its part of 
the problem, it claims, after a 
study which showed that there 
was often little relationship be- 
tween the cost of a given spot and 
its audience-reaching value. 

The agency in 1940 set up a 
spot-placement department to pro- 
vide a “rating, buying and check- 


ing” service, charging clients a 
5% fee on their radio spot budgets. 
Within two years, it relates, 
Mayers’ radio volume increased 40 
times and since Jan. 1, 1943, the 
service has been supported by the 
normal 15% commission paid by 
individual stations. 


Restaurateurs to Meet 


The National Restaurant Asso- 
ciation will hold its 26th annual 
national convention at the Stevens 
Hotel, Chicago, Oct. 10-12. An 
exposition will be held in conjunc- 
tion with the convention. 


\ 


for you . 


As Charlie McCarthy would say: 


“To get above petty tribulations, to take a lofty view of 
mundane matters, I always tell Mr. Bergen, there’s nothing 
like a ride to the top of WKY’s new 910-foot antenna 
steaming cup of Chase & Sanborn Coffee. Now 
.. WKY and Chase & Sanborn. Both 
they please the most particular. Each on tip-toe 
new friends. Why, when the new WKY tower 
thousands more listeners will hear Bergen and 
overwhelmingly popular Oklahoma City station. 


and a 
there’s a pair 
on the beam, 
making many 
is completed, 
me over this 


” 


WKY Adds Points 


to “Super-ratings”’ 


Charlie knows his stations. Take a look at the 
winter-spring Hooper report of Oklahoma City listen- 
ing. WKY delivered the Chase & Sanborn Program a 
rating of 35.8. The national Hooperating on this 
show was 32.2. Plainly WKY’s ability to add 3.6 to 
the audience of this top show is proof again of its 
overwhelming leadership locally, and a reason why 
it is recognized as one of the country’s great stations. 


* While planning for still greater post-war service, 
WKY is not ignoring the scientific progress of the 
present. Under construction now, is the nation’s finest 
transmitter building, and one of the two highest an- 
tennas in the western world. 
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Wickard Report 
Shows Changes in 
U. S. Food Buying 


Washington, D. C., Feb. 9.—Per- 
manent changes in the nation’s 
food buying habits as a result of 
wartime processing developments 
were predicted by Secretary of 
Agriculture Claude R. Wickard to- 
day in his annual report to the 
President. 


Mr. Wickard pointed to the use 


WHO SAID RADIO 
CAN IT? 


If you want to SELL the Negro market you 
have to REACH it effectively and econom- 
ically through their first line media THE 
NEGRO PRESS! Yes, perhaps you are over- 
looking the 7 billion dollars spent yearly by 
American Negroes. You'll be surprised at 
how easy it is to cover these spending mil- 
Write today to 


lions at a very low cost. 
Interstate United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and we'll 
send you some startling, profit-revealing facts 
about this growing field. 


of dehydrated and frozen products, cate, he said. Mr. Wickard also re- 


which he said “may ultimately 
greatly alter the marketing of eggs, 
milk, fruits and vegetables, and 
possibly meat.” These develop- 
ments, he said, would affect cold 
storage, canning, produce market- 
ing and retail distribution. 

Wartime restrictions have 
already influenced retail distribu- 
tion, Mr. Wickard said, resulting 
in the discontinuation of many 
services such as deliveries, and 
extravagant marketing habits, 
such as fancy wrappings. 


Supermarkets in suburban dis- 
tricts have lost ground during the 
war, Mr. Wickard said, while more 
people are using neighborhood 
stores to save tires and gasoline. 
The number of retail food stores 
has declined slightly, he said, but 
most food retailers, despite ceiling 
prices, “found 1942 a profitable 
year.” 


Higher Volume, Dollar Sales 


According to Mr. Wickard’s fig- 
ures, retail food trade in 1942 was 
25% in dollars above 1941 and 5% 
in volume above that prewar year. 
Stores were squeezed by ceilings, 
but the effect on profits was less 
than some complaints might indi- 


ported a general increase in farm 
income for 1942. While half of 
farm-operators families in 1941 
received less than $760 net cash 
income, the 1942 figure was $1,320. 
The middle 60% of farm families 
in 1941 spread from $260 to $1,670, 
while the same 60% ranged from 
$430 to $2,740 in 1942. 


Mr. Wickard paid tribute to 
press, radio and advertiser coop- 
eration with the Victory garden 
program, asserting that the 18,- 
000,000-garden goal had been 
passed by nearly 2,000,000 for the 
year, and that 8,000,000 tons of 
food were produced by Victory 
gardens in 1943. In distributing 
praise, he mentioned newspapers, 
radio chains, comic strips, radio 
commentators, feature artists and 
industrial concerns, “many large 
corporations having conducted ad- 
vertising campaigns to encourage 
Victory gardening.” 


Changes Bleed Size 


Effective with the March issue 
the bleed page size for Promenade 
will be 85%” wide by 1134” deep. 
The new trim size will be 81%” 
wide by 114” deep. 


Economic Future 
of South Bright, 


Campaign Insists 


New Orleans, Feb. 9. — That the 
South “is destined to experience a 
degree of postwar prosperity the 
like of which it has never known,” 
is the prediction being hammered 
home by the Jackson Brewing 
Company in a series of large-space 
advertisements in 80 southern 
newspapers. Copy seeks to answer 
one of the questions uppermost in 
public consciousness throughout 
the South—‘“What are the real 
prospects for a prosperous postwar 
era for this section of the nation?” 

The series to continue through 
the spring, was launched by the 
brewer of Jax beer to preserve 
public morale now by a factually 
supported discussion of future 
business opportunities in the South, 
and to induce the thousands of 
service men and war workers who 
become acquainted with the South 
for the first time to make it their 
home when peace comes. 


In the series, the company 
points to the natural resources of 


your “incomparabl 
the walls of my 


WHEREVER YOU FIND sports-minded men, 
you'll invariably find Esquire — for 
Esquire is loaded with articles that please 
sportsman, writer, and fan alike. Here 
are no ordinary play-by-play accounts of 


football fracas, baseball game, or boxing 


THE LEADING 


presentation has had a tremendous influe 
continuance of sports at a time when spo 
important than ever before. 


“ 


I°find Esquire's Sports articYes a handy pulse one 


To me your Sports/Articles are as big a kick as 
cartoons; hundreds of which decorate 
‘Sports Room' at home—to be purely 


# 


From _ technical 
elementary “how 


GENERAL MAGAZINE ON SPORTS 


e on the 
ts are more 


George P. Marshall 
OWNER, WASHINGTON REDSKINS 


LEADER 


bout, but broad reports of sports . . . in 
themselves and as they pertain to you. 
“inside” 


Jerry Nason 


stories to 


to do it” articles, 


Esquire gives you the exclusive, authen- 
tic accounts . . . in twelve punch-packed 


issues a year. See the exciting array of 
sports articles in the current Esquire . . . 
on sale at your newsstand . .. TODAY. 
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JACKSON BREWING COmPaNY NEW ORLEANS 


SELLS SOUTH—This is one of a series 
of large-space ads scheduled for more 
than 80 southern newspapers by Jack. 
son Brewing Co., New Orleans, in 
which the company answers the ques- 
tion, "What are the real prospects for a 
prosperous postwar era for this section 
of the nation?" 


the land south of the Mason and 
Dixon line, and declares that “the 
war has only speeded up indus- 
trial and commercial development 
that was well under way for years 
before Pearl Harbor.” Adding 
that this progress will not cease 
when peace comes, the company 
asserts: “As a business institution 
we look confidently to a new and 
greater post victory economic era 
in the South. As citizens we 
pledge our sincere efforts in help- 
ing to create it.” 


The campaign was prepared by 
the Anfenger Advertising Agency, 
St. Louis, after months of planning 
and research and of interviewing 
business leaders, agriculturists, 
scientists and “the man on the 
street.” 


Heads Public Relations 


Preston B. Porter, vice-president 
of Remington Rand, Inc., Buffalo, 
N. Y., has been named director of 
public relations for the company 
and its subsidiary and affiliated 
enterprises. Arthur R. Rumbles, 
vice-president and general man- 
ager of the company’s system 
products division, has also been 
made general manager of the pho- 
tographic records division for- 
merly headed by Mr. Porter. 


Miss Blando Resigns 


Aurora Blando, space buyer of 
Irwin Vladimir & Co., New York, 
for the past 4% years, has re- 
signed. She was previously export 
space buyer for Maxon and Dor- 
land International. 


McKinney Adds Space 


Charles McKinney, photographic 
studio, has added 50% more space 
at 605 N. Michigan Ave., Chicago, 
to accommodate production of a 
larger type of advertising illustra- 


tion work. 


JACKSON 
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PUT 
METROPOLITAN 
JACKSON 


On your 1944 schedule 


. .. Metropolitan Jackson's 
124,558 people have over $!30- 
million to spend in 1944, This 
makes Jackson a “Must' on your 
1944 schedules. Remember— 
WSLI offers you effective cover- 
age—at less cost! 
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Eljer Booklet 
Offer Attracts 
Record Response 


Ford City, Pa., Feb. 9.—By sup- 
pressing screwball predictions and 
stressing practical plumbing fix- 
tures for postwar homes and 
puildings, Eljer Company has 
drawn what it considers an amaz- 
ing response to a half-page inser- 
tion in January issues of three 
home Magazines. 

The advertisement offered con- 
sumers a 12-page booklet, “Women 
Tell Us,” picturing various treat- 
ments of bathrooms and kitchens 
in all types of homes from the 
wealthy mansion to the small city 
apartment. The single half-page 
insertion brought a deluge of more 
than 20,000 coupons and penny 
postcards asking for copies, and 
the total is still going up. 


Appoints Briese 

Arthur (Art) F. Briese, humor- 
ist and free lance writer, has been 
named an account executive of 
Merchandising Advertisers, Chi- 
cago agency. 


Two Join McC-E 


Walter N. Sutherland, for the 
past 18 years on the editorial staff 
of the Chicago Herald-American, 
and Emmet Butler, formerly of 
the Transcript, Peoria, Ill., have 
joined the public relations staff of 
McCann-Erickson, Chicago. 


Round Advanced 


Howard Round, in the sales de- 
partment of the Pepsodent Com- 
pany, Chicago, for the past eight 
years, has been named eastern 
sales manager, with headquarters 
in New York. 


Bus Industry 
Tells How Ads 
Aid War Effort 


Washington, D. C., Feb. 8.—By 
devoting its advertising appropria- 
tions to the theme, “Don’t Travel 
—Unless Your Trip Is Essential,” 
the intercity bus industry is mak- 
ing an important contribution to 
the war effort, declares a booklet 
just published by the National 
ee of Motor Bus Opera- 
ors. 

Ever since Pearl Harbor, the 
booklet says, the industry has been 
hammering away on that theme 
over the radio and in magazines 
and newspapers so that more seats 
could be provided for service men 
and those on war-connected trips. 
Moreover, it adds, the industry’s 


mote enlistments in various 
branches of the armed services 
and to promote the sale of war 
bonds. 

Entitled “Intercity Buses at 
War,” the 32-page booklet tells in 
convincing type, pictures and 
charts the story of what the indus- 
try has accomplished in the face 
of tremendous difficulties—how it 
has helped the nation to conserve 
rubber, critical metals and fuels; 
how it has helped other forms of 
transportation do a better job; how 
it has played an indispensable part 
in moving manpower to war plants 
and military camps; and, equally 
important, how it is focusing at- 
tention on the present problems 
and future needs of the industry. 

Looking forward to “the days 
of carefree, peacetime travel,” the 
booklet envisages helicopter “air 
buses” that “may even supplement 
the highway routes and bring air 


ple in thousands of towns and 
cities.” Such service, it sa 
“could be developed as ‘feeders’ 
the global air lines of tomorrow so 
that the far corners of the world 
will be measured only in hours.” 


Heads Tea Association 


George F. Mitchell, manager of 
the Maxwell House tea division of 
General Foods Corporation, Brook- 
lyn, has been elected president of 
the Tea Association of the U. S., 
succeeding J. Graham Wright, 
president, Joseph Tetley & Co. 


ys, 
to 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 8S. Dearborn St., Chicago Wab. 8655 


In a special letter to building 
papers and home magazines, A. E. 
Thiesfeldt, advertising manager of 
the plumbing fixture manufac- 
turer, said the response indicates 
two major developments: the pub- 
lic is interested in reliable build- 
ing products which can be pro- 
duced immediately after victory; 
and “folks are generally fed up 
on screwball advertising which 
features dreams of what may come 
some time in the future.” People 
are putting money aside now, he 
declared, for future spending on 
“tangible, workable and_ tested 
items.” 

While almost all Eljer products 
are being put to war use today, 
the company intends to keep its 
name before home owners of the 
future, as well as builders, archi- 
tects, contractors and its dealers. 
Consequently, during 1944 it plans 
its most extensive advertising 
campaign to consumers and the 
trade. Regular copy is scheduled 
for Better Homes & Gardens, 
House Beautiful, House & Garden 
and Small Homes Guide, while 
various branches of the building 
industry will be reached through 
Architectural Forum, American 
Builder, Domestic Engineering and 
Plumbing and Heating Journal, 
In addition, Eljer carries copy in 
catalog files and directories and in 
various state papers published by 
master plumber associations. 

Fuller & Smith & Ross, Cleve- 
land handles the account. 


Two Promoted by WNU 


Glenn Mills has been appointed 
western advertising manager for 
Western Newspaper Union at Chi- 
cago, and Stanley J. Berman has 
been named eastern advertising 
manager at New York. Both will 
work with David Magowan, vice- 
president and advertising director. 


Winston-Salem 
Bank Resources 


Up 13 Per Cent 


—another indication that 
Winston-Salem's business is 
“going places" now and in 
the future. Bank resources 
have shown consistent in- 
creases during the past sev- 
eral years — in 1943 they 
jumped $29,475,641 .08. 


—to the advertiser with 
something to sell and to 
those studying postwar 
markets here's a "must" 
market in North Carolina. 


—ask for the full story of 
what's happening in Win- 
ston-Salem. 


JOURNAL and SENTINEL 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 


advertising has been used to pro- transportation to millions of peo- 


WOMEN'S WEAR DALY - 


Third of a Series 


to the A gency “Evangelist” who wants to 


convert more Textile and A pparel accounts 


H* you ever had the urge to spread the gospel 
of sound advertising in neglected fields? Al- 


most every agency man has. And you are not likely 
to find a better opportunity than in Textiles and 


Apparel. 


This industry, second largest in wholesale dollar 
volume, is among the least effectively covered by 
trade and national consumer advertising. Yet the 
people whose business is Textiles and Apparel are 
not disbelievers. They know advertising works. But 
too many of them have been left to struggle alone in 
their advertising thinking. They need competent 
agency guidance to maintain goodwill with their 
customers and to prepare them for the time when 


mass selling will again be on the march. 


Women’s Wear Daily reminds you of this fertile 
field that offers so many opportunities for now and 
post-war agency action. The advertising pages of this 
newspaper, which is edited exclusively for those who 
sell Fashion and Fabrics to the women of America, 
can help. you build worthwhile accounts in this 
great industry. For thirty-three years we have helped 
manufacturers and mills spread the gospel of right 


thinking about their products. We have made 


Women’s Wear Daily the “business bible’’ of key 
men — buyers, store owners, merchandise men and 
manufacturers — throughout America. 

From New York to Los Angeles . . . and in more 
than 2500 other cities and towns. ..alert retailers set 
their faith in this newspaper that gives them the news 
of the trade, views of industry's leaders and informa- 
tive advertising about merchandise that meets com- 
petitive conditions and builds store prestige. 

Get your message to these people who count 
most and every step of your sales building will be 
easier. Reach them with adequate schedules in 
Women’s Wear Daily. It is the big opportunity 


for now and for post-war agency action. 


The place of Women’s Wear Daily in the Fashion 
and Fabric industries—retail, manufacturing and 
wholesale — is undisputed. It is the constant aid 
to thousands of America’s most important retailers, 
manufacturers and wholesalers. News-wise and idea- 
wise, it is the voice of authority. Advertising-wise 
it is the voice of the industry . . . its only daily 


newspaper. 


Wear Dailv 


THE RETAILER’S 


NATIONAL 


NEWSPAPER 


Fairchild Publications 


DAILY WEWS RECORD - 


RETAILING HOME FURNISHINGS 


MEN'S WEAR + CHICAGO APPAREL GAZETTE - 


FAIRCHILD’S TRADE DIRECTORIES 
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Gets Jenkins Rubber Population of 137 Metropolitan 
Horton-Noyes Company, Provi- t t 
dence, R. I., has been named by Di D 1, 1943 
Jenkins Bros., New York, to handle Stricts, ec. i, 
the advertising of its capless rub- 
tine Based on Number of No. 4 Ration Books Outstanding on Dec. 1, 
3 ; 1943, as reported by OPA. Percent change is a comparison with 
rubber insulating tapes. A cam- Census reports of population on May 1, 1940. 
paign is scheduled to be released 
soon for these products in automo- Change | Beaumont-Port Arthur 
tive, electrical and hardware trade — — (Jefferson Co., Tex.) 182,582 
publications. The agency has) 1943 1p4o| Pingshamton (Broome 
handled the Jenkins Bros. bronze, Akron (Summit Co. B 
iron and steel valve advertising|“ ............... mime 
since 1941. Albany - Schenectady- 
Boston (Essex, Mid- 
tensselaer and dlesex, Norfolk, 
Schenectady Cos., Plymouth, and Suf- 
453,417 —2.6 folk Cos., Mass.)..2,702,358 
Allentown-Bethlehem- Bridgeport (Fairfield 
r pe Easton (Lehigh and 139,436 
thampton Cos., Buffalo-Niagara 
15,000 of America's 20,000 tourist courts Altoona (Blair Co dae 473,348 
are within 35 miles of America's War In- || "1 Canton (Stark Co., 0.) 248,243 
stallations. Result: Tourist Courts had 59,428 +9.5|Cedar Rapids (Linn 
their biggest business in 1943; will have Asheville (Buncombe 88,576 
an even greater volume in 1944. Direct Pe eo Wats ana 99,954 —8.1 Charleston | (Charles- 
your sales message to a market that can Fulton Cos., Ga.). 496,096 +3.4 w 467,179 
buy now and will buy again after the ( “ity” {Atlan- ‘wees la 
Peace. Augusta” (Richmona Charlotte (Mecklen- 
There is more information; write are 90,014 +10.0] | burg Co., N, C.)... 150,198 
Austin (Travis Co. ( (Hamil- 
6:6 103,287 —7.0 on Co., Tenn.; 
TOURIST COURT JOURNAL paltinsore (Baltimore Walker Co., Ga.)... 212,913 
city, Anne Arundel Chicago (Cook, Du 
TEMPLE, TEXAS and Baltimore Cos., P age and Lake Cos., 
1,217,619 +12.4 Il.; Lake Co., Ind.).4,585,393 


+0.1 


if you in Portland... 


you'd read THE JOURNAL 


WHETHER you like biography or blood-and- 
thunder, history or “who-done-its” . . . regardless 
of your extra-curricular reading habits, if you 
lived in Portland your newspaper would be 
The Journal. 

The Journal’s publishing formula has made it 
the preferred newspaper in the Portland area for 
many years. This formula is no mystery; it is 
based on time and balance. 

In the matter of time the daily Journal as an 
afternoon newspaper on the Pacific Coast, has a 
natural time advantage. For when The Journal 
goes to press it’s mid-afternoon in Portland, but 
it’s after six p.m. in New York and midnight or 
later in much of the rest of the world. The 
Journal makes the most of its natural advantage 
and brings its readers the news of all the world— 
when it is news—the same day it happens. 

As for balance... Journal editors have for 
years maintained a popular balance of news and 
features, have assembled both with an eye to the 
individual interests of The Journal’s hosts of 
readers. Because Journal editors are active in the 
life of the community their paper serves; know 
intimately people in all walks of life... they 
are keenly aware of the needs and interests of 
their territory. 

No wonder The Journal is today, as it has 
been for years, the preferred newspaper in the 
Portland Area enjoying the largest circulation 
in its history. 


The JOURNAL 


PORTLAND, OREGON 


Portland's Only Afternoon Newspaper 


Represented by REYNOLDS-FITZGERALD. . New York, Chicago 
Philadelphia, Detroit, Los Angeles, San Francisco 


The Portland Trading Zone 


-+-4s a market of 715,711 people 
according to the Oct. 1, 1943 
figures for Ration Book 2. 


bas a population 33% great- 
er than all the rest of Oregon. 


anindustrial payroll that 
nies: averages over 48 million dol- 
lars monthly. 


Here The Daily Journal 


«+» concentrates 130,225 of its 

162,923 total circulation... 
the leading medium in Ore- 
gon’s Only Major Market. 


Cincinnati (Hamilton 

Co.,. O.; Dearborn 

Co., Ind.; Campbell 

and Kenton Cos., 

Kh s 844,380 
Cleveland (Cuyahoga 

1,247,248 
( ‘olumbia (Richland 

( ‘olumbus (Muscogee 

Co. Russell 

Columbus (Franklin 

Corpus Christi (Nue- 

116,171 
Dallas (Dallas Co 

452,361 
Davenport-Rock Is- 

land-Moline (Scott 


Co., Ia.; Rock Island 

201,713 
Dayton (Montgomery 


Dec atur 


(Arapahoe, 


86,143 
Denver 


Denver and Jeffer- 

son Cos., Colo.).... 411,126 
Des Moines (Polk 


Detroit (Macomb, 
Oakland and W ayne 


Cos., Mich.) 2,648,870 


Co., Ind.) 
Worth 

Co., Tex.) 
Fresno 


ene 152,904 
(Tarrant 
272,992 


(Fresno C 


uses 197,902 
Galveston (Galveston 

96,388 
Grand Rapids (Kent 

234,344 
Hamilton-Middletow n 

(Butler Co., O.). 125,595 


Harrisburg (Dauphin 


173,735 
Hartford-New Britain 
(Hartford and Mid- 
dlesex Cos, Conn.). 535,680 
(Harris Co., 
615,209 


x.) 
Huntington- Ashland 
(Cabell Co., W. Va 
Boyd Co., Ky.; 


Lawrence Co., O.).. 


Indianapolis (Marion 

495,832 
Jackson (Hinds Co., 

114,149 

Jac ksonville (Duval 

Johnstow n (Cambria 

191,037 
Kalamazoo (Kalama- 

zoo Co., Mich.).... 100,501 
Kansas City, Mo.- 

Kansas City, Kan. 

(Jackson Co., Mo.; 

Johnson and Wyan- 

dotte Cos., Kan.).. 682,136 
Knoxville (Knox Co., 

Lancaster (Lancaster 

203,960 
Lansing (Ingham Co., 

137,855 
Lincoln (Lancaster 

Little Rock (Pulaski 

166,197 
Los Angeles (Los An- 

geles and Orange 

Coe... CRI.) 813 
Louisville (Jefferson 

Co., Ky.: Clark and 

Floyd Cos., Ind.) 515,365 


Duluth-Superior (St. 

Louis Co., Minn.: 

Douglas Co., Wis. 231,318 
Durham (Durham 

82,724 
El Paso (Ei Paso Co. 

Erie (Erie Co., Pa.).. 188,367 
Evansville (Vander- 

burgh Co., Ind.; Hen- 

derson Co., Ky.)... 181,363 
Fall River-New Bed- 

ford (Bristol Co., 

346,577 
Flint (Genesee Co 

232,400 
Fort Ww ayne (Allen 


+14. 


+14. 
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Macon (Bibb Co., Ga.) 104,817 +4 254 
Madison (Dane Co., 


Manchester (Hills - 
borough Co., N. H.) 
Memphis (Shelby Co., 
Tenn.) 
Miami 
Milwaukee (Milwau- 
ee Co., Wis.)... 
Minneapolis - St. 
(Anoka, Hennepin, 
Ramsey and Wash- 
ington Cos., Minn.) 
Mobile (Mobile Co., 
Montgomery (Mont- 
gomery Co., Ala.).. 
Nashville (Davidson 
New Haven (New 
Haven Co., Conn.).. 
New Orleans (Jeffer- 
son and 
Parishes, La.) ... 
New York- Northeast- 
ern New Jersey 
(Bronx, Kings, Nas- 
sau, New York, 
Queens, Richmond, 
Rockland, and 
Westchester Cos., 
N. Y.; Bergen, Es- 
sex, Hudson, Mid- 
dlesex, Monmouth, 
Morris, Passaic an 
Union Cos., N. J.). 10,854, 471 
Norfolk - Portsmouth- 
Newport News 
(Newport News, 
Norfolk, Portsmouth, 
South Norfolk and 
Hampton cities; 
Elizabeth City, 
Norfolk, Princess 
Anne, and Warwick 
Cos., Va.) 
Oklahoma City 
lahoma Co., 
Omaha-Council Bluffs 
(Douglas Co., Neb.; 
Co., 
Peoria (Peoria and 
Tazewell Cos., Ill.) 
Philadelphia (Dela- 
ware, Montgomery 
and Philadelphia 
Cos., Pa.; Burling- 
ton, Camden, Glou- 
cester Cos., N. J.)..3,034,457 
Phoenix (Maricopa 
Pittsburgh (Allegheny, 
Fayette, Washington 
and Westmoreland 
1,984,856 
Portland (Cumber- 
land Co., Me.) 
Portland, Oreg. 
(Clackamas and 
Multnomah Cos.).. 
Providence (Bristol, 
Kent, Newport and 
Providence Cos., 
Pueblo 
Racine-Kenosha 
(Kenosha and Ra- 
cine Cos., Wis.)... 
(Berks Co., 
Rie (Richmond 
| eity and Henrico 
Vcd. 
Roanoke 
city and county, 
WE? 
Rochester (Monroe 
Rockford (Winnebago 
Co., Ill.) 
Sacramento 
mento Co., Cal.)... 
Saginaw-Bay City 
(Bay and Saginaw 
Cos., Mich.) 
St. Joseph (Buchanan 
Co., Mo.) 


137,637 —5.4 
385,604 
299,918 
768,475 
I aul 

911,486 
232,305 
115,995 
260,287 


483,852 


595,240 


514,563 


261,986 


307,146 
199,841 


208,393 


154,282 


517,337 


665,162 


69,577 


155,901 
225,378 


256,504 


105,880 
421,662 
128,423 
187,478 


(Sacra- 


210,233 
78,088 


PLANT OPERATING MEN 
KNOW THE DIFFERENCE 


Last year over 1400 bonafide new product de 
scriptions appeared FIRST in IEN. 


Advertisers in Industrial Equipment News ben- 
efit by ITEN’s faster, more dependable editing. 


Product information is more VITAL now than 
ever! 


Laudustrial 


Eguipment 
News 


THOMAS PUBLISHING COMPANY 461 EIGHTH AVE., NEW YORK 1, NEW YORK 
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Civilian Population 
of the U. S. 
Dec. 1, 1943 


Based en Number of No. 4 Ra- 

tion Books Outstanding on That 

Date and Compared with Census 
Figures for Population on 


May 1, 1940 
% 
Change 
1940 
State Number Census 
U. S. Total. .128,760,419 —2.2 
2,784,247 —1.7 
Arizona ....... 551,678 +10.5 
Arkansas ..... 1,765,434 —9.4 
California 7,928,231 414.8 
Colorado ...... 1,069,237 —4.8 
Connecticut 1,762,170 +3.1 
Delaware ..... 275,389 +3.3 
D. of Columbia 777,483 +17.3 
Florida ....... 2,037,130 +7.4 
Georgia ....... 3,050,895 
469,163 —10.6 
7,640,938 —3.2 
Indiana ....... 3,412,637 —O. 
2,294,218 —9 
1,693,453 —6. 
Kentucky ..... 2,589,790 —9 
Louisiana ..... 2,357,856 —0O 
Maine ........ 790,718 —6. 
Maryland ..... 2,000,594 +9. 
Massachusetts.. 4,126,001 —4 
Michigan ..... 5,434,064 +3, 
Minnesota 2,542,714 —8. 
Mississippi 2,049,931 —6. 
Missouri ...... 3,566,806 —5 
Montana ...... 476,228 —14 
Nebraska ..... 1,189,346 —9 
Nevada ....... 131,692 +419 
New Hampshire 455,206 —7. 
New Jersey.... 4,122,412 —0. 
New Mexico... 500,139 —6. 
New York..... 12,537,316 
North Carolina. 3,423,109 —4. 
North Dakota. . 540,536 —15. 
Oklahoma ..... 2,016,352 —13. 
Oregon ....... 1,181,389 +8. 
Pennsylvania... 9,383,407 —5 
Rhode Island.. 700,271 —1 
South Carolina. 1,839,611 —3 
South Dakota. . 550,617 —14 
Tennessee ..... 2,866,901 —l. 
6,373,320 —0. 
584,993 +6 
Vermont ...... 319,041 —11 
Virginia ....... 2,809,150 +4. 
Washington 1,919,055 +10 
West Virginia.. 1,776,940 —6 
Wisconsin 2,971,627 —5 
Wyoming ..... 228,635 —8 
St. Louis (St. Louis 
city; St. Charles 
and St. Louis Cos., 


Mo.; Madison and 
St. Cc lair Cos., T1l.).1,505,649 


5.1 
Salt Lake City’ (Salt 


Lake Co., Utah). 234,243 +10.7 
San Antonio (Bexar 
ROM) 369,468 +9.3 
San Diego (San 
Diego Co., Cal.). 400,910 + 38.6 
San Francisco- Oakland 
(Alameda, Contra 
Costa, Marin, San 
Francisco, San Ma- 
Cal, and Solano Cos., 
San vene {Santa C lara 
Savannah (Chatham 
154,168 + 30.7 
Seranton- Wilkes- 
(Lackawanna and 
Luzerne Cos., Pa.). 592,641 —20.2 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 


Plants by the thousands daily — 
fach copy read by many, and 
Passed on from shift to shift — 
eech copy working 24 hours daily 
to bring you coverage of today’s 
best. spending customers 

100,009 readers daily! 


* THE *& * 


JOURNAL-COURIER 
NEW HAVEN, CONN. 


Seattle (King Co., 
Shreveport (Caddo 
Parigm, 
Sioux City (Woodbury 
South Bend (St. 
Joseph Co., Ind.).. 
Spokane (Spokane 
Co., 
Springfield, Ill. 


Wash.) ......- 171,106 


(Sangamon Co.) ... 115,381 
Springfield, Mo. 

(Greene Co.) ...... 85,927 
Springfield, O. (Clark 

Springfield- -Holyoke 

(Hampden and 

Hampshire Cos., 

393,591 
Stockton (San Joa- 

149,663 


Syracuse 

+19.4 

Tacoma 
Wash.) 


(Onondaga 


(Pierce Co., 


(Hillsborough and 

Pinellas Cos., Fla.). 
Terre Haute (Vigo 

Toledo (Lucas Co., O.) 
Topeka (Shawnee Co., 
—2.1 Kan.) 


Trenton (Mercer Co., 
—).1 N. cea 
Tulsa (Tulsa Cé., 
bans 
Utica. (Herki- 
mer and Oneida 
& 
—2.7 "(McLennan co, 
+11.5 C. 


Tampa-St. Petersburg 


286,759 


206,905 


305,803 


91,883 
339,196 


$3,805 
195,127 
217,872 


254,347 
103.948 


(Dist. of Columbia; 
Montgomery and 
Prince Georges 
Cos., Md.; Alexan- 
dria city and Ar- 
lington Co., 
Waterloo (Black 
Hawk Co., Ia.).... 
Wheeling (Brooke, 
Marshall and Ohio 
Cos., W. Va.; Bel- 
mont 
Wichita (Sedgewick 
Co., Kan.) 
Wilmington (New 
Castle Co., Del.)... 
Winston-Salem 
(Forsyth Co., N. C.) 
Worcester (Worces- 
ter Co., Mass.).....« 
York (York Co., Pa.). 


Youngstown 
(Mahoning and 
Trumbull Cos., O.). 368,012 —1.2 
Total 237 counties 
142,554 +23.2 and cities ...... 69,096,248 +3.1 
77,007 —S.6 
Heinz to Blatz 
Mion Frederick W. Heinz, formerly 
206,236 —12.0| national organization director for 
the War Campaigns Committee, 
coordinating national and sectional 
190,644 +6.2| advertising campaigns for all fed- 
nical eral agencies, has been named 
112,686 —10.9| manager of sales promotion and 
471,652 —«.5|merchandising for Blatz Brewing 
173,826 —2.4|Company, Milwaukee. 


“It?s been doing that ever since we started advertising on WGN.” 


EASTERN SALES OFFICE: 


220 E. 42nd Street, New York 17, N. Y.e PAUL H. RAYMER CO., 


A CLEAR 


CHICAGO 11 


50,000 WATTS 


CHANNEL 


ILLINOIS 


720 KILOCYCLES 


MUTUAL BROADCASTING SYSTEM 


Los Angeles 14, Cal.; 


San Francisco, Cal. 


ar 
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Wallace to WTMJ 


Bruce Wallace, formerly studio 
manager of Station KOIL, Omaha, 
has been named program director 
of WTMJ-WMFM, Milwaukee. 


DON'T SEND FOR 
SAMPLES OF MY 
MONTHLY MESSAGES 
UNLESS . .. 


. you are seriously considering sending 
_ Out some sort of monthly message. Unless— 
you have a basic product or service that will 
fill a real need in the postwar daze. Unless 
—you are prepared to accept messages oozing 


with a philosophy of friendliness . . he- 
manly written to hit the heart . . . smilingly 
illustrated with “elementary art’! If this is 


the manner of message that seems to measure 
up to what you've been thinking about, then 
I'm going to be deliahted in sending you 
samples and details of costs. Walter Koch, 
Three Barns, Stormville, N. Y. 


Reconversion Plan 
Modification Studied 


Washington, D. C., Feb. 9.—Op- 
position to particular features of 
the electric iron industry’s recon- 
version plan, which had _ been 
adopted as a model procedure by 
many consumer goods industry 
advisory committees may force 
WPB to adjust its plans so that 
new firms will be afforded means 
of entering consumer goods fields 
before reconversion is completed. 

The electric iron plan calls for 
assignment of production quotas 
to established producers on the 
basis of their prewar .output. 
With the argument that industry 
should be restored as nearly as 
possible to the relative competi- 
tive situations which existed be- 
fore the war, the industry advisory 


By STANLEY E. COHEN, Washington Editor 


committees made no provision for 
participation of outsiders. 

Representatives of industry and 
government both have ganged up 
on this aspect of the reconversion 
plan, with substantial results. One 
modification now under considera- 
tion would set aside an arbitrary 
quota of goods to be assigned to 
new producers, the quota running 
somewhere between 10 and 25% 
of the total program. 

A second change in the plans 
may result from the campaign now 
being waged by the rejuvenated 
Smaller War Plants Corporation, 
sparked by its new chairman, 
Maurice Maverick, who wants 
WPB to adjust its restrictions so 
that small plants which have idle 
facilities and available material 
and manpower may immediately 
enter consumer goods production. 


The Maverick plan was prema- 
turely announced recently, but it 
nevertheless is under serious con- 
sideration and may emerge within 
a few days. 

Mr. Maverick, who is a WPB 
vice-chairman, as well as chair- 
man of the SWPC, argues that the 
free enterprise system would be 
defeated by the proposal of the 
industry advisory committee. By 
freezing out competition, he says, 
the committees would set up mo- 
nopolies in consumer goods fields. 

His position was supported Tues- 
day by Sen. James Murray, chair- 
man of the small business com- 
mittee, who denies that immediate 
reconversion of small plants would 
threaten the postwar marketing 
position of large producers. 

“Tf these plants are forced to 
wait,” he said, “thousands of small 
plants all over the country will go 
broke at the barrier,” and “the lit- 
tle concerns will be lost in the 
shuffle. Big plants,’ he com- 
mented, “will have little trouble 
reestablishing their dominant po- 
sition in the market, for they have 
‘overflowing treasuries, modern 
plants, extensive research labora- 
tories and well organized retail 
outlets.’ 


“ATE TYPES LEND 


This advertisement is set in Alternate Gothic 
Commercial Script, and Stymie Medium. 


200 ELMORA AVENUE - 


says Jan Van Eerde 
noted artist and 
typographic designer 


Stymie Bold Condensed 
BALLOON LIGHT 


Grayda ‘Tower 
Bernhard Modern Bold 


ELIZABETH 3, 


DIRECT MAIL” 


“Another thing I like is that they cover so vast a 
range of designs that I can get any effect I want 
with them. Often the whole layout scheme starts 
with the type. A face is selected that suits the sub- 
ject...and the type itself then dictates the char- 
acter of the layout. That's the way the ‘planning 
board’ specimen at the left was created entirely 
around Grayda. You've got to have good types 
to get that sort of inspiration...and ATF has them.” 


Have you a copy of the ATF Red Book of 
Types? If not, send for one on your letter- 
head. Also, single page showings includ- 
ing complete alphabets of the following 
and other ATF type faces. 


FOUNDER 


NEW JERSEY 
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Another attack on the electri 
iron plan has been backed by legaj 
authorities of both WPB and the 
Justice Department, who assert 
that the committees may not haye 
authority te deprive companies 
who would be producers of mate. 
rials once supplies are plentify) 
and no critical shortage can be 
demonstrated. 

* * 

One government agency that 
has made a handsome profit out of 
this war is the War Damage Cor. 
poration, which has _ collecteg 
$242,800,000 in dividends for jn. 
surance against enemy attacks 
and paid out only $4,570 in claims 
Its actual surplus, after the deduc. 
tion of administrative expenses, is 
still $220,000,000 with $88,300 ip 
claims, mostly for air raids jp 
Alaska, still pending. 

When the agency was set up in 
the dark days after Pearl Harbor, 
it quite conservatively exacted an 
agreement from insurance compa- 
nies participating in the program 
requiring the private firms to as- 
sume 10% of all losses beyond net 
premiums, at the same time limit- 
ing insurance companies’ liabili- 
ties to $20,000,000. 

Thanks to effective prosecution 
of the war, it would now appear 
that the War Damage Corporation 
will never exhaust its funds, but 
on the contrary will have a sur- 
plus of several hundred million 
dollars. Some day Congress will 
have to decide whether this profit 
shall be refunded pro-rata to pol- 
icyholders, or transferred to the 
federal Treasury. 

* * 

The need for speed in war con- 
tract settlements will probably 
keep the comptroller genera] 
pretty much out of the picture, ex- 
cept for the purpose of reviewing 
payments for evidence of fraud. 
His plea for a complete audit of 
settlements was rejected by the 
Senate postwar planning and mili- 
tary affairs committees, and will 
probably fail even in the House 
military affairs committee, which 
had earlier ranked as the center of 
his influence. 

Similarly this need for speed 
will dictate limitations on the 
amount of court reviews contrac- 
tors will get, and may result in 
legislation to relieve military audi- 
tors of personal liability for pay- 
ments, except in _ instances of 
fraud. Relieved of personal lia- 
bility and the threat of long court 
procedures, the audits are ex- 
pected to be less timid in making 
final settlements. 

The War Food Administration 
expects that 120,000,000 pounds of 
oleomargarine will be made for 
civilians in the first quarter of this 
year, 20% more than the output for 
the last quarter of 1943. Total 
oleomargarine for civilians this 
year may run _ to 466,000,000 
pounds, approximately 3.6 pounds 
per person. The Department of 
Commerce estimates that Wash- 
ington is headquarters for 150 na- 
tional trade associations. Copper 
and steel dropped from group 1 to 
group 2 in the most recent “ma- 
terials substitution and supply 
list” issued by the WPB conserva- 
tion division, indicating that suP- 
ply is now in balance with need. 
The operating committee on alr- 
craft materials conservation is ad- 
vising aircraft manufacturers that 
it is now safe to revert to the use 
of copper in place of less satisfac- 
tory substitutes, in order to save 
labor or time. Aircraft makers 


CAN YOU WRITE 
SLIDE-FILM TALKIES? 


If you really can, we 
have a proposition you 
may like. We will pay well 
on a Full Time or Fee 
Basis. 


Our people know about 
this ad. Further, all re- 
plies will be held in strict 
confidence. 

Reply at once, giving full | 
experience details. | 

Box 4574 
Advertising Age 


100 E. Ohio St., Chicago 11 
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trie J are «iso encouraged to use alumi-| Yost to Livingston ‘Cuneo Acquires Plant (Rowe in New Post Gets Thread Account 


gal num. while they are oe seer | Harold H. Yost. formerly wiih} Cuneo Press, Chicago, has ac-| H. Sterling Rowe, formerly with) The Linen Thread Company, 
be magnesium and most, alley ssuate|McCann-Erickson, San Francisco, | quired the Pacific Gravure Com-| Vitamins Plus, Inc., division of|New York, manufacturer of twine 
se wi 


ities, but to go easy on | has joined Leon Livingston Adver- | pany plant, San Francisco, the| Vick Chemical Company, New and string products, has appointed 
ave quant 


| tisi ranci d| York, has joined the advertising| Fuller & Smith & Ross, New York, 
ency, San Francisco, as|name of which has been change J the er 
nies columbium. ‘to Pacific Neo Gravure. Harry|staff of the druggists’ edition of|to handle advertising and sales 
‘fa Treasury officials expressed con- | —— |Borden is manager. Chain Store Age, New York. | promotion. 

reé 


rn recently over the effect of | joins JWT 
the untreezing of $8,500,000,000 in Names Miss Rickman O’Brien Opens Office KSTP in New Home 

now Kathryn Rickman, advertising| Maxine O’Brien has resigned as Station KSTP has moved into its 
iy Motors for J. Walter\ coordinator of Marshall Feld & Co.| office manager and copywriter for|new quarters in Radio City, Min- 
it ( 


joi i an- lis 3, Minn., although the 
j j Thompson Company, has rejoined | suburban stores since last fall, has | the Conner Company, San Fran- | neapo 
se Gecking depos OF torent au | the Chicago office of JWT to serve| been named advertising coordi-|cisco, to open her own agency, official opening is not slated — 
cted officials the. nage Hoes nse as Euro-|in the same capacity on the Ford|nator in charge of women’s ap-|called SOS, in the Mills building, | March 2. Its telephone and tele- 
an for the limited | Motor Company account. | parel and accessories. San Francisco. type numbers remain the same. 
ims. pmount of consumer goods which 
juc. — will be available here. Most com- 


S, is monly advanced solution would 
) in establish quotas of goods for each 
3 in country, with war agencies — 

erating to see that European pur- | 
P in chases were held in check. | 


‘@§ Armstrong Starts 
"a | Consumer Copy | 
ni} for Its Asphalt Tile 


: Lancaster, Pa., Feb. 8.—To spur | 
ition a postwar demand for asphalt tile | 


pear as a basement floor covering, Arm- 
ation strong Cork Company has launched | 
but its first national consumer adver- | 
sur- tising with a series of full-color | 
lion advertisements. 

will The series is scheduled to run 


rofit through 1944 in the American 
pol- Home, starting with the February 
the issue. All ads are of the “before- 
and-after” variety, depicting an 
average home basement before 


con- and after its transformation into 
vably a modern recreation or utility 
ral room through the use of Arm- 
strong’s asphalt tile. The new 
wing campaign is being outlined to 
raud. dealers and contractors via a port- 
~ folio, and the company also has 


\ prepared suggested layouts for 
mili- local newspaper advertising by 


will § dealers, as well as other aids. 
louse The campaign to promote as- 
a phalt tile sales to stores, offices, 


etc., which Armstrong initiated in 

1941 in The Saturday Evening 

speed Post, will be continued through- 
the F out 1944. 


trac- 

in 

audi- | Schmitt in New Post 

or” Herbert A. Schmitt, formerly in 
Ss lia the advertising department of the 
Post-Standard, Syracuse, N. Y., 


has joined Kelly-Smith Company, 
ex~- Philadelphia. 


Names Helen Graley 


Helen F. Graley has been named 
ds of head of advertising and public 
) relations for Iroquois China Com- 
if this pany, Syracuse, N. Y. 


ut 

Tota 

“this | Carr Opens Drive a r e 
00,000 J. B. Carr Biscuit Company, 


ounds Wilkes-Barre, Pa., ius launched 

nt of an intensive 1944 advertising cam- 

0 na- vania in behalf of Enriched Carr 

‘opper saltines and new Carr grahams, 

p 1 to using space ranging from full-page 


“ma- down to 800 lines in 23 news- 
t sup- Fieldhouse, Witkeo-Barre and New In the ry Market, is an integral part of the 
need. J York, is the agency. ma’s forest products industry—and in state’s “70%-Plus” region. In 
n Western Washington you'll find 
is ad- the lessons of war-time engineering— of tha 
a If it’s lie the promise of a tremendous post- ing income, 3% of the state's 
tisfac- population, % of the retai 
war market expansion. cores 4 rer ‘ 
» save sales, 86% of the industrial pay 
nae A TEST of new applications for forest products eS 
. market — an Oo cover ade- 
— have been developed. New uses have quately you need the Tacoma 
you want... been found for lumber . . . for laminated b 
S? TAKE and structural timber . . . for plywood VOUNG Wash facts. Any Lorenzen & Thomp- 
ill gladl 
ol part of the story. First in America to 
vell imber as a crop, Tacoma’s 
Fee The Register is rated* the regard timbe ‘ . d 4 ‘ k t 
Tth test market in the U. S. forest products industry looks now to 
— ted In Now England. Wit the matter of waste utilization—to the a 
re- vast new field of resins, plastics and igi ne 
rict tion. _ chemical compounds. * * * To Tacoma, 
full all this means ever expanding payrolls. TACOMA, WASHINGTON 
| To advertisers, it means a growing 
| | market—today and tomorrow. 


* 
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= 
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N. W. Ayer & Son, Inc. 59,942 


Newell-Emmett Co. .. 40,921 
William Esty & Co., 

39,774 
McCann-Erickson Inc. 36,487 
Ted Bates Inc........ 33,587 
Campbell-Ewald Co.., 

24,321 
Biow Company, Inc... 23,423 
Trac¥-Locke-Dawson, 

Erwin, Wasey & Co., 

Lambert & Feasley, 

20,458 
Foote, Cone & Belding, 

20.229 
Stockton, West & 

Burkhart, Inc. .... 20,171 
Charles Daniel Frey.. 18,540 
Zimmer-Keller Inc. .. 18,060 
Geyer, Cornell & 

Newell, Inc. ....... 17.538 


Ruthrauff & Ryan Inc. 16,432 
Al Paul Lefton Co.. 


16.388 
Kenyon & Eckhardt 

15.777 
J. Walter Thompson 

Young & Rubicam Ine. 13,513 
The Aitkin-Kynett Co. 10,754 
Burnet-Kuhn Co., Inc. 9.920 
Leo Burnett & Co., 

9,619 


Batten. Barton, Dur- 


stine & Osborn, Inc. 9,509 


9,140 


Roche, Williams & 


Palmolive, Colgate 
Ad Claims Hit in 


FIC Complaint 


Washington, D. C., Feb. 9.—In 
its first major action of the year, 
the FTC this week issued a sweep- 
ing complaint against advertising 
for the products of Colgate-Palm- 
olive-Peet Company, Jersey City, 
one of the nation’s largest adver- 
tisers in 1943. 

The complaint was directed at 
claims for Palmolive soap, Colgate 
dental cream, tooth powder, lather 
cream, brushless shave cream and 
concentrated Super Suds, all prod- 
ucts widely promoted in newspa- 
pers, magazines, radio broadcasts 
and circulars. 

According to an ADVERTISING 
AGE survey for 1943, Colgate- 
Palmolive-Peet ranked fifth among 
the users of magazine space, with 
a budget of $2,805,096, while it 
was 14th among national radio 
network advertisers, spending an 
additional $2,485,467. 

Following the general lines of 
FTC complaints against other 
firms in the same field, the com- 
plaint denied that Palmolive soap 
was markedly superior to any 
other toilet soap, or that Colgate 
dental cream provided greater pro- 
tection for the teeth than any other 
dentifrice. 


Cunnyngham, Ine... 9,012 
J. M. Mathes, Inc..... 8,957 
Westheimer & Co..... 8,608 
Walier M. Swertfager 

R. J. Potts-Calkins & 

Holden Co. ....... 7,673 
Ga... 7,269 | 
H. W. Kastor & Sons 

Adv. Co. Inc....... 6,927 
Beaumont & Hohman 

6.920 
Federal Adv. Agcy. 

6,852 
Small & Seiffer Inc... 6,574 
C. L. Miller Co....... 6,566 
Publishers Service 6,398 
Hermon W. Stevens 

6,322 
Street & Finney, Inc.. 6,256 
Schwimmer-Scott .... 6,067 
Vick Chemical Co.... 6,057 
Lamport, Fox & Co., 

5.952 
Lake-Spiro-Shurman 

The Caples Co. Ine... 5,397 
Pollyea Advertising .. 5,036 
Henri-Hurst & 

McDonald Ine. .... 5,013 


THESE LEADING 
ADVERTISING AGENCIES 


Each placed a total of more than 5,000 lines in 


THE GARY POST-TRIBUNE 


GARY'S ONLY NEWSPAPER 


during 1943 


The Gary, Indiana, Trading Area is 
a prosperous and responsive market 
offering unusual sales opportunities 
to advertisers. 


Population of area..... 200,000 plus 
Wage earners ......... 50,000 plus 


Highest average weekly wage in 
Indiana. 


Second largest group of wage earners 
in the state. 


Gary is the second city in Indiana in 
number of income tax payers. 


We operate a continuing grocery 
merchandise inventory and render 
monthly reports of the over-the- 
counter movement of items in twelve 
classifications handled by independ- 
ent food dealers in this area. Our 
national advertising rate is the low- 
est for any newspaper in America 
maintaining such a service. 


The Gary Trading Area is an ideal 
test market, compact and convenient 
for salesmen to work. We furnish 
route lists to advertisers. 


More than 93 out of every 100 cus- 
tomers of every retail store in our 
city zone receive THE GARY POST- 
TRIBUNE daily by carrier delivery. 
No combination of Chicago news- 
papers even approaches our cover- 
age in this area. They read it by 
choice. No prizes, premiums, awards 
or contests are used to induce them 


to read. 


There is but one sure way to reach 
the families of business men, steel 
executives and workers in the Gary, 
Indiana, Trading Area—make it a 


must that lists include 


THE GARY POST-TRIBUNE 


GARY'S ONLY NEWSPAPER 


THE GARY POST-TRIBUNE has 
one of the lowest PULLINE rates in 
PULLINE measures re- 
when you use THE GARY 


America. 
sults 
POST-TRIBUNE. 


THE GARY POST-TRIBUNE 


National Advertising Representatives 


BURKE, KUIPERS & MAHONEY 


New York Chicago 


Dallas 


Oklahoma City Atlanta 


Calls Claims Misleading 


Proceeding beyond the general 
position, the FTC said that adver- 
tising for Palmolive soap was 
“misleading and untrue,” since it 
allegedly implied that the only oils 
in the product are olive and palm 
oils and that these oils are edible. 
Actually, the complaint says, 
substantial quantities of palm and 


cocoanut oils in addition to others, 
are used in the product, and these 
oils are obtained by chemical 
treatment of the pulps after ex- 
traction of mature fruit. The 
chemical process changes the ma- 
terials physically and chemically 
so that they cease to exist as fats 
and oils. 

Turning to specific claims for 
the product, FTC denies its adver- 
tised beautifying properties. “The 
fundamental function of toilet 
soap and water is to clean the 
body surface,’ FTC commented, 
“the skin of the face or body which 
is washed frequently with soap 
and water will be better in appear- 
ance than that which is washed 
irregularly.” 

“The complexions of those who 
habitually wash with toilet soap 
and water will not be improved or 
rendered more beautiful by like 
washings with Palmolive soap in- 
stead of other toilet soap. The com- 
plexions of those who do not ha- 
bitually wash with soap and water 
will in many cases be somewhat 
improved by sufficiently frequent 
and assiduous washing with Palm- 
olive soap or other toilet soap and 
water,” the Commission conceded. 


Hits Beauty Appeals 


The FTC denied that the use of 
Palmolive soap would keep the 
body young, as allegedly implied 
in Palmolive advertising, asserting 
that “skin, like any other part of 
the body, is affected by advancing 
age.” It also denied that the use 
of Palmolive “or other toilet soaps 
and water, however frequent and 
careful,” would insure a beautiful 
skin. 

“Beauty, loveliness, or radiance 
are not latent in every female 
skin, waiting to be roused or 
brought to life by Palmolive soap,” 
FTC declared. 

Turning to dentifrices, the com- 
plaint repeated the familiar 
charge that neither Colgate’s nor 
any other dentifrices impart a 
sparkle to teeth, the Commission 
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asserting that sparkle was a qual. 
ity of the enamel. 

The Commission further chargeg 
that Colgate had falsely advertiseg 
that the product would produce, 
“special penetrating foam” which 
would avert tooth decay and bag 
breath by removing food particles 
hidden between the teeth. The 
foam, the complaint said, is soap. 
suds flavored with aromatic oils 
Tooth decay, FTC said, will not be 
averted, nor will food particles 
which remain in the mouth long 
enough to decompose and engep. 
der tooth decay or render breath 
unpleasant, be removed by brush- 
ing whether or not Colgate cream 
is used. 


Dentifrice Not “Important” 


“Whether teeth are well or 
properly brushed depends upon 
the time and care and technique 
used and not upon the dentifrice,” 
FTC declared, adding that “‘brush- 
ing with Colgate cream is not more 
effective than a like brushing with 
other dentifrices.” 

The Commission attacked adver- 
tising for Colgate shave creams for 
allegedly representing that the 
products contained olive oil. Ac- 
cording to the complaint the 
amount of olive oil in the brush- 
less cream is “insignificant” while 
the lather cream contains none. 
FTC said the condition of the 
facial skin will not be improved, 
nor a more youthful appearance 
result from use of the cream. 

On concentrated Super Suds, 
FTC challenged claims that the 
products would render the hands 
soft and smooth, and that the 
product would soak away grease 
and dirt and render clothes sterile 
without scrubbing or rubbing. 


Hamilton Adds Account 


Charles Gachot, Inc., New York, 
distributor of Gachot Smithfield 
Virginia ham and Wiltshire ham 
and bacon, has placed its account 
with William Irving Hamilton, 
Inc., New York. 


WIN 


offer. 


product or idea. . 


employees, of course. 


tions of any kind... 


none of them. 


Simply snap out an ad... built 
. real or imaginary, using this 
EYE*CATCHER as your feature il'ustration. 
may submit layouts . . 


Here’s some fun ... and a chance to win $100 
quickly. No box tops, package labels or strings to the 


around some 


Anyone 
. excepting EYE*CATCHER 


A check for $100 will be mailed to you providing, 
in our judgment, your layout and hook-up ranks top in 
originality and cleverness. 


That’s all there is to it! No strings . 


. no obliga- 


no Ethiopian in the wood-pile. 


It will be worth one hundred bucks jo us to see 
what different ad-crafters can do with the same, 
snappy EYE*CATCHER. 


All layouts and copy ere to become our property 
and we reserve the right to reproduce any, all, or 


Remember, March ist!!! Layouts in by the Ist. 
Winning ad and name of creator will be featured in 
Adv. Age, issue March |5th. 


10 East 38th St. 


EYE "CATCHERS, INC. new york 16 
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HOLD THE LIFE OF A SOLDIER 
| IN YOUR HAND! 


MAD A MMLLION DOLLARS YOU 
GIVE A BETTER 
TO OUR FIGHTING MEN! | 


A PINT OF BLOOD~SO EASY TO GIVE~CAN SAVE THE LIFE OF A SOLDIER 


OF BUFFALO 


AID TO BLOOD BANK—This copy, 
one of a series of advertisements car- 
ried by Marine Trust Co. of Buffalo in 
local newspapers, was prepared by 
Batten, Barton, Durstine & Osborn. 


Pulpwood Rots as 
Industry Searches 


for More Trucks 


New York, Feb. 9.—Latest bot- 
tleneck in the campaign to stimu- 
late domestic pulpwood production 
is the industry’s inability to obtain 
enough trucks to replace outworn 
equipment, according to the war 


trucks constitute less than three- 
one-hundredths of 1% of the 
approximately 5,000,000 commer- 
cial and farm trucks operating in 
the United States. 


Raices in New Post 


Emanuel E. Raices, for the last 
seven years divisional sales pro- 
motion manager of Montgomery 
Ward retail stores, has joined 
Frederick-Clinton Company, New 
York, as an account executive and 
specialist in men’s wear promo- 
tion. 


Production of 


Pressure Canners 
Get WPB O. K. 


Washington, D. C., Feb. 9.—Ci- 
vilians will receive a total of 400,- 
000 aluminum pressure canners by 
July 1, under a new production 
program approved this week by 
the WPB. 

Manufactured in two sizes by 
six companies, the pressure can- 


gestion of the War Food Admin- 


istration as an aid to the pro-| 


gram to encourage home can- 
ning to alleviate the food shortage. 
Each of the _ six participating 
manufacturers has been assigned 
a production quota, and manufac- 


turers who are unable to fill their | 


quotas because of war orders will 
turn part of their quota over to 
other firms. 

Use of aluminum in pressure 
canners was prohibited last year, 
when 330,000 were manufactured 
from substitute material. In re- 


ners were authorized at the sug-/| leasing aluminum for the canners, 


WPB cautioned that the action did 
not mean that aluminum would be 
available for other kitchen and 
household utensils. 


ANA Promotes Miss Flynn 


Ethel N. Flynn _ been 
elected assistant treasurer of the 
Association of National Advertis- 
ers, New York. Miss Flynn has 
been a member of the ANA staff 
several years in charge of finan- 
cial affairs, and has also been in 
charge of registration at ANA 


annual and semi-annual meetings. 


activities committee of the Pulp- 
wood Consuming Industries. 

Many cords of pulpwood already 
cut are lying idle in woodlands 
because producers haven’t the 
trucks to transport the wood to 
the mills, the committee said. This 
situation is especially critical in 
the South where pulpwood rots 
when not moved promptly to the 
mills. 

“Unless the industry’s truck 
requirements are recognized by 
appropriate government agencies 
at once,” the committee asserted, 
“there is grave danger that many 
pulpwood consuming mills will 
have to close down or curtail pro- 
duction. It will be practically im- 
possible to obtain the 14,000,000 
cords which the WPB has declared 
necessary this year unless prompt 
relief is forthcoming.” 

At present the industry, exclu- 
sive of the Pacific Northwest, 
employs about 12,000 small trucks, 
chiefly the ton-and-a-half type. 
More than half of these, or 
approximately 6,300, must be re- 
placed in 1944 if their operations 
are to continue; and 4,100 of these 
replacements are necessary during 
the first quarter of this year. 

The committee pointed out that 
the pulpwood industry’s 12,000 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion, Ad-setting, Engraving 
and Printing—all under 
ONE roof. Phone or write to 


The Faithorn Corporation 
504 Sherman St., Chicago 
Phone WA Bash 7820 


ty Employees of The Faithorn Corporation 


subscribed 100% for Defense Bonds * 


CONS 


MAIN OFFICES 


OLIDATED 


WISCONSIN RAPIDS, WISCONSIN 


which makes possible 
from the front lines . . 


ships’ big guns roar, the 


PAPERS 


SHATTERING ALL TRADITIONS 


Our troops make a landing and press forward .. ; 
enemy tanks are sighted coming over distant hills 
. . « with only light artillery support the precious 
beach-head may be lost!! 

Then through the magic of the Walkie-Talkie... 


! 


immediate communication 
. the exact position of the 


approaching tanks are given to war ships at sea. The 


tanks are smashed, and the 


beach-head is saved. Another example of America’s 
genius in developing ways of doing things better. 


AT UNCOATED PAPER PRICES 


An earlier tradition-shattering development, which 
is helping accomplish an essential job, came in 1935 
when Consolidated pioneered in producing enamel 
coated paper more speedily and economically than 
had ever been dreamed of before. 

Recently an American General said: “News is as important _ 
to the combat soldier as bread and bullets.”” Think of the 
inspiration given our fighting men when they see scenes 
such as pictured above in our great magazines ; ; ; actual 
photographs of battles in which they may have taken part!!! 


Think also of the impetus given the war effort on the home 
front through photographs which vividly show how skill- 


fully our men are fighting!! 


To reproduce the details of such photographs in a life- 


like manner publishers and printers turn to coated paper. 
Thus .. . by providing an important share of the coated paper 


needed today . . . Consolidated’s peace-time development 


fighting men and assists 


SALES OFFICES 


135 $0. LA SALLE ST., CHICAGO 


. speeding up the war effort. 
And, because Consolidated 
Coated is produced with 
unusual speed and economy, 
it is daily conserving critical 
man-power and machine-hours. 


of nine years ago helps keep America in touch with our 


in 
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Pure Oil ‘Primer’ 
Describes Many 
War Products 


Chicago, Feb. 8.—A_ unique 
wartime primer on “fighting hy- 
drocarbons,” which the Pure Oil 
Company describes as “petro- 
leum’s vocabulary of war,” is 
being mailed to 42,000 stockhold- 
ers, as well as being distributed to 
all employes of the company and 
its affiliates. 

The Pure Oil war book is a 
reminder tof schoolday spelling 
bees, but these new wartime 
tongue twisters include such names 
as alkylate, butadiene, hydrofor- 
mate and toluene. “A is for ‘Alky- 
late,’” the booklet says, telling 
how this blending agent is used in 
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the production ef 100-octane avia- 
tion fuel. Other products are sim- 
ilarly described in alphabetic 
order, with the final page listing 
“All the other ways Pure Oil peo- 
ple are helping win this war.” 
These products include military 
gasoline, Navy fuel oil, lubricants 
for planes, etc., and specialized 
lubricants and fuel oil for war in- 
dustries. 

Indicative of the industry’s tre- 
mendous construction program, 
Pure Oil reports the investment of 
millions of dollars in new refinery 
units, and adds that its research 
payroll is double what it was a 
year ago. 

Leo Burnett Company, Chicago, 
handles the Pure Oil account. 


Form New Agency 


Marcy P. Gettle, formerly ad- 
vertising and _ sales promotion 
manager for Central Soya Com- 
pany and McMillen Feed Mills, 
and Floyd D. Jefferis, formerly 
business and advertising manager 
of Protestant Voice, have organized 
a national advertising agency 
bearing their names, with offices at 
201 Old First Bank building, Fort 
Wayne, Ind. 


Business Papers 
Mark Up 30% Ad 


Gain in January 


Chicago, Feb. 9. — Advertising 
linage in business papers during 
January gained almost 30% over 
similar issues of 1943, according 
to reports of 156 publications tab- 
ulated by Industrial Marketing. 
The increase is greater than the 
average gain for 1943 over the pre- 
vious year. 

In the industrial group, 100 
papers started the year with 27% 
more advertising than they carried 
in January, 1943, issues. Trade 
papers, with 30 reporting, showed 
a gain of almost 42%. 

Ten publications in the export 
classification registered a 30% in- 
crease over January a year ago. 
In the class group, 16 publications 
carried 35% more linage than in 
January, 1943, issues. 


Linahan Resigns 

Joseph W. Linahan has resigned 
from the Chicago sales staff of the 
New York Daily News, after 18 
years’ service. 


MacLane 
pulls the 


farm or factory. 
Pearl Harbor. 


chandise. 


ve 
enlisted the hardware mercha ° 
72% of the total retail hardy4reAusigfes 
— about a half-billion doMarsa year. 

And you'll need a quigh effeftive vay 
to reach and influey€e thts greft nfarket, 
NOW, while it’s nfilling over ppstwdr plays. 
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The Hardware Merchant is a No. 1 
Market for you if you make — or plan to 
make — products for use in the home, 


You'll need consumer confidence — lots 
of it, to make up for the blank since 
MacLane has customer 
good will, plus! and his endorsement is 
a weighty factor in their choice of mer- 


strings, 


You'll need national distribution. The 
MacLanes offer a network of 29,000 re- 
tail outlets —in cities, towns and villages 
across the country — and each store is 
regularly served by one or more of the 
481 hardware wholesalers. If you sell t 
top 9,000 alone — the super-stores An 
leading community dealers — yow 


ade his hardware 


m 
and good 


aged You’re sure of a big audience in HARDWARE AGE 


The Hardware Merchant subscribes to HARD- 
WARE AGE: over 22,000 individuals in 6,814 
cities and towns pay in advance to receive it. In- 
cluded in this large readership are over 14,000 
Retailers and their Salesmen; nearly 4,000 Whole- 
salers and their Salesmen; over 1,500 Sales Re- 
presentatives and Manufacturers’ Salesmen; over 
800 Export Houses and others . . . a selling force 
interested in the problems of product distribution 


— ready to work with you in the sale of goods that 
can properly be sold through hardware stores. 
Manufacturers of such goods already recognize 
the power of HARDWARE AGE, for 95% of 
the advertisers in national hardware publications 
use HARDWARE AGE; 61% use it exclusively, 
A File of Facts — “The Hardware Market and 
How to Sell It” is yours for the asking. 


HARDWARE AGE 


A Chilton © Publication 


@ Charter Member 


100 East 42d Street, New York 17, N. Y. 
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ADVERTISING VOLUME FOR JANUARY ISSUES OF 
BUSINESS PAPERS 


These figures compiled by Industrial Marketing must not be quoted or reproduced 
rmission. Unitess otherwise noted, all publications are monthlies and jaye 


Pages 
1944 1943 
Telephone Engineer ..... $78 $60 
Telephony (w) ......... *\t104 
Textile World .......... 130 99 
Tool & Die Journal (4%x 

Tool Engineer .......... 182 157 
Water Works Engineering 

Water Works & Sewerage. 37 30 
Welding Engineer ....... 65 46 
Western Construction 

94 76 
Woodworking Digest 

Trade Group 
American Artisan ....... $130 $87 
American Druggist ....... 136 83 
Boot & Shoe Recorder 

Building Supply News.... $125 $100 
Chain Store Age 

Administration Edition 

Combination ......... 14 5 

Druggist Edition ....... 110 78 

Fountain Restaurant... 7 $16 

General Merchandise — 

Variety Store Editions 87 59 

Grocery Editions ...... 77 63 
Commercial Car Journal. . 146 114 
Domestic Engineering ... 99 54 
Electrical Merchandising 

63 28 
Farm Implement News 

Geyer’s Topics ........... 51 30 
9 10 
Hardware Age (bi-w)..... 173 100 
Jewelers’ Circular — Key- 

137 68 
Men's Apparel Reporter 

NJ (National Jewelers) 

172 103 
Office Appliances (6 5/6x10) 123 95 
Plumbing & Heating Jour- 

6.40688 44006 27 16 
Sheet Metal Worker...... 90 58 
Southern Automotive Jour- 

Southern Hardware ...... 49 36 
Sporting Goods Dealer... . 98 84 
Syndicate Store Merchan- 

diser 62 50 
Underwear and Hosiery 

Wholesaler’s Salesman... . 16 36 

2.665 1,882 
Export Group 
American Automobile 

(Overseas Edition)...... 68 55 
American Exporter ...... 439 334 
Automovil Americano..... 91 76 
Caminos Y Calles (bi-mo.) 30 14 
Farmaceutico ............ 114 105 
Hacienda (two editions). . 112 77 
Ingenieria Internacional 

x0 71 
[Ingenieria Internacional 

130 91 
Revista Aerea Latino 

rer 32 24 
Spanish Oral Hygien e 

(5 8/16) .. 28 18 

Class Group 
Advertising Age (w) (10% 

8246-5405 156 67 
American Funeral Director 34 33 
American Restaurant... .. 45 83 
$233 $212 
Hospital Management... .. . 61 39 
Hotel Management...... . 52 33 
Industrial Marketing..... 100 74 
Medical Economics (44x 

| 108 78 
Modern Beauty Shop..... 61 39 
Modern Hospital ........ 139 104 
Nation's Schools ......... 37 24 
Oral Hygiene 

(4 5/16x7 8/16) ........ 131 107 
Occupational Hazards (4%. 

37 23 
Restaurant Management. . 0 22 
School Management (9'¢x 

Traffic World (w)........ to6 §t96 


$Includes special issue. *Includes clas- 
sified advertising. |Last issue estimated. 
tFive issues. *Three issues, @One issue. 


Names Miss Holland 


“Baby’s Own Story,” official 
publication of the Baby Develop- 
ment Clinic, has named Margaret 
Holland as its eastern representa- 
tive, with offices in the Empire 
State building, New York. Miss 
Holland will handle product ad- 
vertising for “Baby’s Own Story, 
which is sent to new mothers, and 
for the clinics which are held in 
leading department stores. 


Mahony Joins Kudner 


Michae) F. Mahony, formerly 
executive vice-president of Maxon, 
Inc., Detroit, has joined the execu- 
tive staff of Arthur Kudner, [nc., 


New York. 


without 
standard 7x10 type page. 
Industrial Group 
Pages 
1944 1943 
Aero Digest (semi-mo.).. 348 
Air Conditioning & Re- 

frigeration News (w) 

American Aviation (bi-w) 108 67 
American Builder ....... 62 56 
The American City...... 66 54 
American Machinist (bi-w) *§582 *$588 
Architectural Forum...... 90 54 
Architectural Record .... 76 53 
Automotive & Aviation In- 

dustries (bi-w) ....... 267 169 
289 231 
Bakers’ Helper (e.0.w.).. 7102 
Brick & Clay Record..... *32 *26 
Bus Transportation ..... $118 $75 
The Canner (w)......... *$1$125 *t§96 
Ceramic Industry ........ *$63 *$54 
Chemical & Engineering 

\|60 39 
Chemical Industries ..... *83 *71 
Chemical & Metallurgical 

Engineering ........... 278 202 
Civil Engineering ........ 26 25 
90 72 
Construction Digest (bi-w) . 74 58 
Construction Methods (8% 

Contractors & Engineers 

Monthly (9%x14) ..... 48 36 
115 101 
Diesel Progress (8%x11). 66 36 
Electric Light & Power... 67 55 
Electrical Contracting... . 95 72 
Electrical South ......... 33 25 
Electrical West .......... 54 3 
Electrical World (w).... t§201 
aes 253 120 
Engineering & Mining 

99 70 
Engineering News-Record 

Factory Management & 

Maintenance ........... 3038 211 
Fire Engineering ....... 31 23 
Food Industries ........ 116 74 
167 130 
Gas Age (bi-w)......... *|$73 *$49 
Heating, Piping & Air 

Conditioning .......... $152 $129 
Heating & Ventilating... 55 37 
Industrial & Engineering 

Chemistry (2 editions) 143 106 
Industrial Finishing (4%x 

59 45 
Industry and Power...... 125 92 
Industry and Welding 

Laundry Age (semi-mo.) . *51 *37 
Machine Design ......... 188 120 
Machine Tool Blue Book 

Manufacturers Record ... 39 30 
Marine Engineering & 

Shipping Review ...... 288 197 
Mechanical Engineering. . 92 52 
Mechanization (4 13/16x 

54 47 
Metal Finishing ......... 66 50 
Metal Progress .......... 174 136 

| Metals and. Alloys....... 196 155 
Mill & Factory.......... 243 194 
189 134 
Mining and Metallurgy... 24 19 
Modern Machine Shop 

323 303 
Modern Packaging ...... a6 56 
Modern Plastics ......... 139 73 
National Petroleum News 

6680460) 46400060090 66 53 
National Provisioner (w). 
Oil & Gas Journal (w)... *|/$383 *§271 
Paper Industry & Paper 

Paper Mill News (w).... t6s t68 
Paper Trade Journal (w). *106 *R5 
Petroleum Engineer ..... 140 99 
Petroleum RKefiner ...... 168 114 
Power Plant Engineering. 121 95 
Practical Builder(10%x15) $17 10 
Product Engineering... . . *305 *189 
Products Finishing (4%x 

es 39 39 
Railway Age (w) ....... t$359 t$271 
Railway Purchases & 

Roads & Streets......... 66 54 
Rock Products ........... $98 $77 
Southern Power & Indus- 

_, 110 66 
Beaunit Appoints Waters 

Norman D. Waters & Associates, 
New York, has been appointed to 
handle a campaign in five national 
magazines for Beaunit Mills, to 
promote its Beau-Bunt fabric, pri- 
marily used for infants’ and chil- 
dren’s. blankets, buntings and 
robes. Ralph E. Becker has joined 
Waters as managing art director 
and Robert F. Geise has joined the 
agency as assistant to Mr. Becker. 
Fried Leaves KLX 

Adriel Fried has resigned as 
general manager of KLX, Oak- 
land, Cal., effective Feb. 15, to 
negotiate purchase of a radio sta- 
tion. 

RADIO-CRAFT 25 WEST BROADWAY 


NEW YORK 7, N. Y. 
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Institutional Ad 
Programs Lauded 
By Robert Gibson 


Harrisburg, Pa., Feb. 9.—The 
advantages of institutional adver- 
tising in newspapers for both large 
and small manufacturing concerns 
were outlined here last week by 
Robert L. Gibson, assistant to the 
manager of publicity and broad- 
casting of General Electric Com- 
pany, speaking at the annual con- 
vention of the Pennsylvania News- 
paper Publishers’ Association. 

“This type of advertising sells 
ideas,” he said, “and ideas are sold 
slowly.” A long-range _institu- 
tional program during the war, 
and when peace comes, will enable 
companies to make friends, greatly 
needed if a business is to succeed, 
he added. 

The public wants to know and 
is entitled to know the kind of a 
job being done by the manufac- 
turers of war equipment, Mr. Gib- 
son said, 

“We in General Electric feel 
that we, just as do other manufac- 
turers, depend upon the public for 
support, call it public acceptance if 
you will, for our being. We need 
that public support not only as 
reflected through purchases of our 
products but through purchases of 
our stock, through applications for 
employment of desirable people, 
and through opportunities that 
come to us because people like us. 
Publicity and advertising play a 
big part in this,” he asserted. 

At the advertising session, 
headed by Earl J. Gaines, director 
of advertising, Pittsburgh Press, 
publishers reported that advertis- 
ers are willing to put up with the 
inconveniences of space shortage 
due to newsprint scarcity. 

Major wartime newspaper prob- 
lems were discussed under the 
leadership of Col. J. H. Zerbey II, 
Pottsville Republican, retiring 
president. Better news coverage, 
with emphasis on local news and 
terse editorials, were advocated as 
being indispensable. 

George J. Mead, Erie Daily 
Times, was elected 1944 president 
of the association. The group 
voted to hold a two-day mechani- 
cal conference here April 10-11, 
and a two-day display advertising 
meeting in the early fall. 


Proprietary Group 
Plans Ad Clinic 


An advertising clinic will be 
conducted on May 16 in New 
York in conjunction with the 62nd 
annual convention of the Propri- 
etary Association of America. 

At the clinic, which is a part of 
the industry’s newly inaugurated 
program of public relations, pres- 
entations regarding the problems 
of drug advertising will be made 
by the Bureau of Advertising of 
the ANPA, the Sales Managers 
Committee of the National Asso- 
ciation of Broadcasters, and the 
Periodical Publishers Association. 


Adams Joins Treasury 
George C. Adams has been ap- 
pointed art director for the war 
finance division of the U. S. Treas- 
ury Department. For the past 
eight years he has been with the 
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New York. 


ond the following publications 
the of 


ore now 
REX W. WADMAN: 


SUGAR REFERENCE BOOK 


‘al importont 
As @ member of o group serving sever 
nents DIESEL PROGRESS better serves its 
eaders and 


TELL US WHAT you ag 
WE'LL HELP YOU SELL 


eq DIESEL PROGRESS 


= 


Appoints K&E 


Kenyon & Eckhardt, Chicago, 
has been named to handle the ad- 
vertising of Howard Aircraft Com- 
pany, Chicago and St. Charles, IIL, 
manufacturer for the Navy of the 
“Howard Nightingale” (GH2) am- 
bulance plane. 


Rejoins Stevens 

John Bowman has rejoined the 
Stevens Hotel, Chicago, as sales 
and convention manager, a post he 
held before the government took 
over the hotel. 


Tintex Campaign 
Greatly Expanded 


New York, Feb. 10.—Once again 
Park & Tilford has appreciably 
expanded its advertising campaign 
for Tintex tints and dyes, an- 
nouncing that for the first half of 
1944 it would increase its adver- 
tising by 125% over the same 
period last year. Schedules, al- 
ready released through Charles M. 
Storm Company, agency on the 
account, are said to dwarf all pre- 


vious ad campaigns in Tintex his- 
tory. 

The drive includes space rang- 
ing in size from 600 to 120 lines 
in 115 newspapers of 95 cities and 
in The American Weekly, calling 
for once and twice-weekly inser- 
tions. In addition to radio spot 
announcements, five and 15-min- 
ute programs are being used on 
some 40 selected radio stations. 

Last September the company 
launched its largest fall ad cam- 
paign in a quarter century, with 
an advertising budget reported to 
be 250% over the comparable 


period in the previous year (AA, 
Sept. 27, ’43). 


Dailey Names Hoyt 

Charles W. Hoyt Company has 
been named to handle the adver- 
tising of the Double Diamond 
products of Dailey Mills, Bing- 
hamton, N. Y., manufacturer of 
specialty products and livestock 
feeds, effective March 1. Revita- 
lizer, a vitamin and mineral for- 
mula for baby chicks and chickens, 
will be featured in color units ir 
eastern farm journals and business 
papers. 


It's not only the news of battlefronts and polit- 
ical struggles, of foreign events and national 
affairs that people want every day. It’s the news 
of happenings close at home, too. It’s the news of 
what’s going on in the town they live in, among 
the people they know. 


It’s the news of the local boys in service, Mrs. 
Foster’s second marriage, the Jones’s first baby, 
the fight at the common council meeting, the 
high school team’s victory, the accident on Cen- 
tral Avenue, the robbery on Main Street, the new 
minister at the Methodist church, the new ship- 
ment of potatoes at the grocery store, the new 
hats at the Bon Ton. 


Where do people get most of their information? 


And it’s the news about the new dimout reg- 


ulations, the new city tax rate, the new price 
ceilings, the new salvage campaign, the new city 


ordinance on bicycling after dark. It’s how many 
points the butcher must have today for pork 
chops, where and when to get the new ration 
books, and how to file the new income tax report. 


* * 


Where do people get most of 


their information 


and most of their wartime guidance? And isn’t that 
naturally the best place to inform people of your 


products and services, your 
wartime activities and 
your postwar plans? 


This advertisement, prepared by the Bureau of Advertising, A.W. P. A, is published by The Daily Oklahoman and The ;Okiahoma City Times in the interest of all newspapers 
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Descriptive Label 
Is More Reliable, — 
NCA Booklet Says 


Washington, D. C., Feb. 10.—| 
Further use of descriptive label- 
ing and the development of better | 
standards to provide additional in- | 
formation ‘for shoppers is ad-| 
vanced 4n a pamphlet, “Looking | 


(ARE YOU SELLING THEM EFFECTIVELY? 


| OUT OF 


You should have ape counsel 
on how to reach the growing 
$7 Billion Negro Market. Consult= 


DAVID J. SULLIVAN 
Negro Market Organization 

Marketing + Advertising + Research 

$45 Fifth Avenue + New York, N. X 


EVERY 10 
AMERICANS 
iS A NEGRO 


Toward Better Labels,” currently 


being distributed by the National 
Canners Association. 


Composed as a “talk” between 


the consumer advocate of grade! 


labeling and an advocate of de- 
scriptive labeling, the publication 
is designed to show that the de- 
scriptive label can be not only 
more informative than grade 
labeling, but more reliable. 

Written by Happer Payne, direc- 
tor of labeling for NCA, the pam- 
phlet asserts that advocates of 
grade labeling and _ descriptive 
labeling have a common purpose, 
“to provide the consumer with all 
the information necessary for her 
to make an understanding selec- 
tion and price comparison.” 

“The one difference in our 
points of view, yours and mine,” 
the pamphlet says, “is the method 
of making the statement of facts. 
You want to combine under a set 
of symbols a collective statement 
of the character of the several 
component properties of the prod- 
uct, and I want to state the char- 


acter of each component property 
separately.” 


Variations Cause Problem 


The pamphlet asserts that grade 
| labeling is unreliable because no 
| grade system has been worked out 
to cover the many variations in 
| products, and in consumer tastes, 
| although canners have studied the 
| problem for 25 years and the U. S. 
Department of Agriculture has 
| worked on it for 12 or 13 years. 

| “An integral part of grade label- 
ing,” the publication declares, “is 
that the grade symbols state or at 
| least imply good, better, best. The 
| descriptive label states the quali- 
|ties of the product without at- 
| tempting to rank them. Each in- 
dividual purchaser may determine 
good, better, best in light of her 
own ideas.” 

The labeling committee of the 
National Canners Association has 
a well-developed labeling pro- 
gram, the booklet states, though 
not complete. The object of such a 
program, it explains, is to work out 
objective standards for a volun- 


tary extension of the kind of label- 
ing which is mandatory under 
federal law and the regulations of 
the Food and Drug Administra- 
tion. 

To promote this program, the 
booklet suggests that canners ex- 
plore the differences in cans on 
the grocer’s shelf; determine the 
properties which seem important 
to the consumer; work out objec- 
tive standards describing these 
properties, and conclude how label 
statements can best be made. 

From the consumer’s point of 
view, the pamphlet says, the best 
protection will come from trial 
and error to determine the brand 
which supplies satisfaction in all 
eating qualities. These brands 
need not be nationally known, the 
pamphlet says. 

Most consumers are actually in 
the same position they would be 
in if they were hiring a cook, the 
pamphlet points out: You can 
learn no more about the habits of 
rach applicant until you have tried 
them and found the one you want. 

The canners recognize three 


Should Know What 
PRINTING PRODUCTS CORPORATION 


Equipment and 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce. 

such as Booklets. Price Lists. Flyers. House Organs, Convention Dailies, Proceed- 

ings of Conventions. Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


Organization — is 
Printing Counsel is 
Advertising Counsel is given on Methods, Copy and Illustrations, 


Can Do For Them 


unusual 
Economical 


Operation 


given on Production 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
yart of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
Dun & Bradstreet, Inc., 
rates Printing Products Corporation and associates over $1,000,000 highest 


National Bank of 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 
because of superior facilities and efficient management. 
A printing connection with a large, reliable printing establishment will 


save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


(THE FORMER ROGE 


LUTHER C. 
Chairman and 
Management Advisor 


L. C. HOPPE 


First Vice-President. 
Assistant Chairman 


ROGERS 


and Managing Director 


A. R. SCHULZ 
President and 
Director of Sales 


Chicago and other banks. 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


NATIONAL AND LOCAL 


and Proper Quality. 


is Day and Night. 


setting. 


desired. 


RS & HALL COMPANY) 


PRINTER SPECIALISTS 


Artists 


Engravers 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 


Clean Linotype, 
Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 


Good Presswork — 
one or more colors. 


Facilities for Binding 


as fast as the presses print. 


Mailing and Delivery 


service as fast as copies are 
completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


H. J. WHITCOMB 


Vice-President and 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 
W. E. FREELAND 
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types of information which wouylq 
appear on labels: facts as to sery. 
ings, sweetness, size; appearance: 
and the character of the raw prod. 
uct. Such a label, the pamphlet 
explains, “provides more under. 


standable and accurate informa. § 1f] 
tion for comparison between com. 
peting cans than any other type Cl 
label does.” by 
Han 


Portland Brewer 
Inveighs Against 
War ‘Gabotage’ 


Portland, Ore., Feb. 8.—Without 
so much as mentioning the product 
it sells, Blitz~-Weinhard Company 
has set out, via newspaper space 
and a poster series, to put a crimp 
in wartime “gabotage” — civilian 
gabbing about troop movements, 
ship sailings and war production, 

Newspaper copy reproduces in 
miniature the series of five color 
posters, all approved by the Com- 
mittee for Security of Military In- - 
formation, and a reminder to the a 
public to “Think before you talk,” 
Blitz-Weinhard passes up the op- 
portunity to do any selling in be- 
half of its beer. Both copy and IN 
posters carry only the notice that 


they were prepared and released mill 
by Blitz-Weinhard with the com- § met 
mittee’s approval. pan 

The company also undertook a D 
war service job when, prior to You 


Christmas, it ran a newspaper ad § to 


urging that all Christmas mail in- mill 
clude zone numbers and carrying § amc 
a coupon which offered the reader recc 
a free 12-page Portland postal zone gov 
booklet. All product copy was § adu 
omitted from the booklet, which in 1 
stated merely that it was pub- cor¢ 
lished as a wartime aid to Post- min 
Office authorities. reat 


Short and Baum, Advertising, A 


handles the account. the 
pre: 

WNU Names Mills yo 
Glenn Mills, a salesman in the § ind 
western advertising office of West- § ava 
ern Newspaper Union for the past § for 


year, has been named western ad- 
vertising manager for WNU and F 
advertising manager of The Pub- 


lishers’ Auxiliary. He succeeds 
Earl E. Sproul, who has resigned § Jeary 
to organize his own advertising 

agency in Chicago. Da 


Livingston to BSF&D T 


Curtiss B. Livingston, formerly 


with the OPA in Washington, § 
where he had charge of an adver- § P#é 
tising section for the department § us! 
of information, and previously in fj "> 
the New York office of Maxon, bien 
Inc., has joined the Detroit crea- we! 
tive staff of Brooke, Smith, French 00 
& Dorrance. Heit 

vert 
Join Hart-Conway Sn 

Halford B. Wardin, formerly 

with the DuBois Press and R 
Hutchins Advertising Company, § the 
has joined the Hart-Conway Com- § the 
pany, Rochester, N. Y., as produc- § nam 
tion chief. Norma Leary has joined § the 
the publicity department. James § Sout 
P. Wilber, with the agency for § qua 
some time, has been named a2 #— 


senior account executive. 


Halperin to H-S-B 

Edward R. Halperin, formerly 
with the McCarty Company, Los 
Angeles, has been named an ac- 
count executive of Hillman-Shane- 
Breyer, Inc., Los Angeles. 


ARTIST AND COPYWRITER 
WANTED BY FLORIDA 
ADVERTISING AGENCY 


Two good jobs available in established 
and growing Florida advertising agency: 

Artist should be a man with well 
rounded commercial art background, fa- 
miliar with agency techniques, capedle 
of producing good layouts and finished 
art under pressure and of directing work 
of others. 

Copywriter must be fast and com 
petent and able to function also as junior 
executive. 

Returned service men or draft exempt 
men desired. 

Write, giving full details of personal 
background, experience and salary & 
pected. 

BOX 4581, Advertising Age. 
100 E. Ohio St., Chicago (1!) 
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Borden Introduces 
New ‘D-Q’ Milk 
in Calumet Area 


Chicago, Feb. 8—Heralded 
by newspaper advertisements in 
Hammond and Gary, Ind., D-Q, a 
new, “multi-vitamin, fortified 


BORDEN INTRODUCES IT NEXT MONDAY! 


D: NEW WONDER 
vee MILK! 


At last! Milk fortified to give your family 
their full Daily Quota’ of vitamins and minerals 


And it costs only 2 more 
quart than regular milk! 


YOUR DAILY QUOTA OF VITAMINS 
IN YOUR DAILY QUART OF MILK 


milk,” was introduced in the Calu-| _ 


met region by the Borden Com- 


pany. : 
D-Q means “Daily Quota 


milk, fortified with the 


recommended by the United States 


government for average minimum | 


adult needs.” The only vitamin 


in the product not increased, ac- ie 
cording to the company, is vita-| ~ 
min C, which, it points out, is| | 


readily available in fruit juices. 

Advertisements declare that all 
the vitamins 
present in regular milk, only in 
smaller quantities. Hailed by Bor- 
den as a “real advance in the milk 
industry in making most of the 
available food supply,” D-Q sells 
for two cents a quart more than 
regular milk. 

Future promotion of the product 
will be determined after Con- 


sumer reaction to the test copy is 


learned. 


Dare Opens Drive 

The Virginia Dare Extract Com- 
pany, Brooklyn, N. Y., has 
launched its 1944 advertising cam- 
paign, using newspapers, radio and 
business papers to acquaint dis- 
tributors and consumers with the 
“economy, timely versatility, and 
high quality” of its approximately 
300 flavorings and extracts. George 
Heitmanek has been appointed ad- 
vertising manager. 


Snyder to Pepsodent 


Richard W. Snyder, formerly on 
the national advertising staff of 
the Atlanta Constitution, has been 
named district sales manager for 
the Pepsodent Company in seven 
southeastern states, with head- 
quarters in Atlanta. 


COLLINS 


Photo-engravers in Chicago 
207 North Michigan Ave. 


FRANKLIN 5854 


in || 
Your Daily Quart.” It is described | | 
to consumers as a “pure, fresh| | 
full | © 
amount of vitamins and minerals| _ 


in D-Q milk are|| 


Hill in New Post 


R. C. Hill, associated for the 
past 11 years with U. S. Rubber 
Company, New York, has been 
named sales manager of the stove 
division of the National Enameling 
& Stamping Company, Milwaukee. 
He succeeds G. C. Davis. 


Appoints Clements 


Clements Company, Philadel- 
phia, has been named to handle 


the account of Jacob Hornung 
Brewing Company, Philadelphia. 


Frohlich to Norge 


Jack H. Frohlich, formerly dis- 
trict manager of the WPB in In- 
dianapolis, has returned to Norge 
division of Borg-Warner Corpora- 
tion, Detroit, as promotion man- 
ager. Mr. Frohlich first joined 
Norge in 1931. 


Graam Joins ‘Purchasing’ 

Alexis G. Graam, formerly ad- 
vertising manager of Glass Packer, 
has been named advertising rep- 
resentative for Purchasing, New 
York. 


Cashin Joins “Puck” 


J. B. Cashin, formerly with 
Guide Magazines, has joined the 
Chicago sales staff of Puck — The 
Comic Weekly. Mr. Cashin suc- 
ceeds J. H. Davis, who has joined 
Foote, Cone & Belding as an ac- 
count executive. 


Drops Sunday Section 

The Democrat & Chronicle, 
Rochester, N. Y., has discontinued 
publishing its Sunday magazine 
section because of the newsprint 
shortage. 
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Places Poster Displays 


Transportation Displays, New 
York, has completed arrangements 
with Electric Ferries, Inc., for the 
placement of one, two and three- 
sheet poster displays at its ferry 
terminals at 125th St., New York, 
and Fort Lee, N. J. 


Kopf Joins BBDO 


Charles W. Kopf, copy chief of 
Doyle, Kitchen & McCormick, New 
York, has resigned to join Batten, 
Barton, Durstine & Osborn, New 
York. 
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Group to Join NFSE 


The Detroit Sales Executives 
Club has voted to become affiliated 
with the National Federation of 
Sales Executives. L. B. O’Lough- 
lin, sales manager of the Detroit 
branch of International Business 
Machines Corporation, has been 
elected president of the club. 


Kemp to Warwick 


Reau Kemp, formerly with the 
War Production Board in Wash- 
ington and previously utility sales 
manager of Bendix Home Appli- 
ances, South Bend, Ind., has been 
named sales director of Warwick 
Mfg. Corporation, Chicago, pro- 
ducer of Clarion radios and elec- 
tronic equipment. 


Help maintain 
civilian morale and im- “Y wane 
Prove your business at the TOOAY soe 
same time. Place your name Fre 
before your customers with te 
Exclusive Art Calendars, Gift 
Leather, Billfolds, Freedom 
Wallets, Diaries, Mechanical 


Pencils, Safety First Cases, Novelty Key Cases, 
countless other items. 


Inexpensive, resultful. 


ADVERTISERS PUBLISHING 


co. 
Dept. AA-2, Ann Arbor, Mich. (Salesmen Wanted) 


Cash Offered by 
Folger for Used 
Jars and Cases 


San Francisco, Feb. 8.—After 
switching from tin to glass con- 
tainers, only to find that glass, 
too, is scarce, J. A. Folger & 
Co. has instituted a payment plan 
for re-usable coffee jars and cases. 

The company will pay five cents 
for each 24 one-pound carton 
coffee case, ten cents for each 
coffee jar case without partitions 
and 15 cents for cases with parti- 
tions. Cases must have been 
opened by hand and not cut open 
in order to be re-usable. The 
brand of coffee originally packed 
in the cases does not affect the 
offer. 

The plan has been called to the 
attention of consumers via direct 
mail, offering individuals two cents 
for each coffee jar, four cents for 
two-pound coffee jars and 65 cents 
for each coffee jar case filled with 
jars. According to Porter E. An- 
derson, advertising manager of 
Folger, the salvage program so far 
is a great success. 


Brazil Used 871 Papers 


In announcing that a new crop 
of Brazil coffee had been harvested 
and that it would be made avail- 
able to American importers at 
once, the Brazil Coffee Association 
used 216-line advertisements in a 
total of 871 newspapers (AA, Nov. 
29, 43). Through a typographical 
error the list of papers was given 
as 216. Grant & Wadsworth, New 
York, handles the account. 


Maxon Names V.P.’s 


Peter Hilton, account executive 
of Maxon, Inc., in New York, and 
George Eversman, head of the 
agency’s merchandising depart- 
ment in Detroit, have been named 
vice-presidents of the organiza- 
tion. 


Fulton to Chek-Chart 


John W. Fulton, formerly with 
Future, Golfdom and Golfing, Chi- 
cago, has been named to the edi- 
torial staff of the Chek-Chart Cor- 
poration, Chicago, to assist in the 
development of lubrication guides 
and other instructional material. 


CHICAGO 


It’s a National Habit 


Latest independent surveys place 
WMAQ programs far out in front. They show 
that the great majority of all listeners favor 
the top-flight NBC shows which distinguish 
this station—shows made possible by America’s 
leading advertisers and agencies and the out- 
standing talent they have assembled. 

This fact should be of vital significance to 
you if you are interested in reaching the Na- 
tion’s Second Market—a market which has a 
potential listening audience of 2,855,700 fam- 
ilies who spend over three and a half billion 
dollars a year. When you buy WMAQ time 
you are placing your radio advertising where 
it will do the most good. A “natural” for local 
or spot campaigns. 


America’s No. 1 Network 


A Service of Radio 
Corporation of America 


Betrothal of Mary L. Barnes to Lt. (jg) Richard Milton Biow, 
son of Milton H. Biow, head of the New York ad agency, has been 
announced. . . In the chambers of Judge John J. Freschi, of the 
court of special sessions in New York, Florence H. Bachman be. 
came the bride of Philip Le Boutillier, president of Best & Co 
and past president of the National Retail Dry Goods Association. , , 

Carl Kulberg, San Francisco salesman for Woman’s Home Com. 
panion, who gets out his own personal “house organ,” devotes con. 
siderable space in his latest issue to the bright sayings of Req 
Barnett, eastern s.m. for Clopay shades, who formerly labored ip 
the WHC vineyards in Chicago. Red, says Carl, describes a bore 
as a guy who is here today and here tomorrow, and adolescence as 
that period in a girl’s life when her voice changes from “No” to 

When Tex Roden, Harold H. Clapp pres., entered the detective 
fiction field with “You Only Hang Once,” published by Morrow 
last month, he apparently carved out still another successful career, 
The first printing was sold out 
by month-end, with a second on 
the press; the Detective Book 
Club has purchased the book 
for reprint to its membership in 
April; the Navy bought 2,000 
copies on one order; the Molle 
Mystery Theater bought it for 
radio presentation; a major 
Hollywood studio is showing 
interest in movie rights; and 
discussions are under way for 
reprint rights in 50-cent and 
25-cent editions. Incidentally, 
as we told you before, the 
heroes are a public relations 
man and a private detective. 


The Evanston, Ill., Y.M.C.A. 
is getting good returns on a 
handsome circular using the 
famous “Kid in Upper 4’ illus- 
tration, with copy written by 
H. L. Hardy, Chicago agency man, in collaboration with such 
admen-fathers of “Y” boys as Don Hause of Armour & Co, 
De Forest Sackett, industrial designer, and many others. . . 

Anyone reading a biography on David Sarnoff, pres. of RCA, will 
learn that he began his career many long years ago as a wireless 
operator and is today a member in good standing of the Veteran 
Wireless Operators Assoc., as is E. A. Nicholas, pres. of Farnsworth 
Radio & Television Corp. . . Covering 11,000 miles in 9 days by air, 
Samuel W. Meek, a v.p. of J. Walter Thompson Co. in New York, 
recently returned from a trip to the Pacific war theater where he 
was a member of a group on a military mission. This was the 
second such trip he made in 6 months... 

A two-semester advertising copy course, open to men and women, 
has been initiated by Columbia University, New York, with William 
I. Orchard of BBDO in charge. . . Ebbert M. Hughes, who joined the 
ad dept of Strathmore Paper Co. many years ago, and for the past 
14 years has been sales representative in one of the company’s most 
important territories, was given a going-away party Jan. 27, when 
he left to assume a new post with another company. Strathmore 
gave a dinner to Hughes, at which he was presented with an 
engraved wrist watch by the company, while fellow employes pre- 
sented his family with a silver service. . . 

From Memphis comes the announcement of the engagement of 
Marie C. Hansen to Lt. David W. Nussbaum, of the naval air forces, 
son of the late Berthold Nussbaum, who was a vice-president of the 
New York ad agency of Lambert & Feasley and pres. of the Canton 
Glass Co. of Marion, Ind... 

It’s now Maj. H. M. Beville Jr., recently upped from a captaincy. 
The major, who was research director of NBC before joining up, }5 
overseas with headquarters of the ist U. S. Army... 

Emil Stanley, ad mgr. of Traffic World, is all set for the school- 
master role. He will teach typography this semester at the school 
of commerce, Northwestern University evening div., Chicago 
campus... 

Two execs of the Southern Newspaper Publishers Assoc.—George 
C. Biggers, pres., and Walter C. Johnson, secy.-mgr., have been 
elected to professional membership in Sigma Delta Chi, journalistic 
fraternity. They will be initiated this week during the Georgia 
Press Inst. meeting at the Henry W. Grady School of Journalism, 
Ga... 

George Lasker, gen. mgr. of WORL, Boston, is off to Florida for 
a well-earned vacation. . . Frederic S. Bailey, acct. exec. of the 
same station, is rich in pork, but he’s still using his ration book. 
He raised a pig that now weighs nearly 200 pounds, but according 
to report, he hasn’t the nerve to slaughter it. . . , 

E. M. Burnham, district sales mgr. of Standard Oil of Calif., as 
been elected pres. of the Better Business Bureau of San Fran- 
cisco. . . George Tilton, ad mgr. of Anheuser Busch, and Gus 
Lehleitner, of Commercial Letter, St. Louis, have been elected pres. 
and sec’y., respectively, of the central council, American War 
Dads. . . 

John Stuart, pres. of John Stuart Sales, Toronto, has been named 
by the Canadian food industry war stamp drive committee to oF 
ganize the Maple Leaf Gardens show in connection with the 1 
dustry’s Feb. campaign for $2,000,000 in war savings stamps: 
Assisting him is Fred J. Butler, of the F. H. Hayhurst Advertising 
Agency, Toronto... 

With 56 years of publishing activity, 82-year-old Col. John Bayne 
Maclean, founder and chairman, headed the list of 33 charter mem- 
bers of MacLean Publishing Co.’s Quarter Century Club who re 
ceived long-service awards at a Toronto celebration late last month. 
Horace T. Hunter, pres., who joined the company in 1893, presented 
Col. Maclean’s award, and the Colonel reciprocated. . . 

Maj. Orrin C. Auld, a partner in the Aniol & Auld agency, Sa” 
Antonio, before entering the service, has been named public re- 
lations officer for the 8th Service Command. . . 


MOST VALUABLE—Louis |. 


left, named "most valuable member of 


Yeidel, 


the Dallas Advertising League for 
1943," receives the award from Robert 
L. Johnson, 1942 winner. Mr. Yeidel 
is serving his 7th consecutive term as 
secretary of the League. 


— | 
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Magazines Get 
New Verd-A-Ray 


Consumer Series 


Toledo, O., Feb. 8—Mounting 
inquiries for a descriptive folder 
offered in consumer ads pointed 
last week to increased sales of 
Verd - A- Ray, incandescent lamp 
originated by Save Electric Cor- 
poration. 

Advertising of the lamps during 
1944 is expected to reach a total 
200,000,000 circulation, according 
to company officials. The consumer 
schedule includes 30 ads in The 
American Weekly, monthly copy 
in the Central Western edition of 
Woman’s Day, with other sections 
to be added later and, subject to 
space availability, copy in Good 
Housekeeping, Ladies’ Home Jour- 
nal and Parents’ Magazine. In ad- 
dition, the company plans monthly 
copy in 22 business papers. 

Initial ads in the consumer 
series repeat the slogan, “Verd-A- 
Ray light is an aid to sight,” and 
prospective buyers are told that 
this new incandescent lamp re- 
duces glare and cuts eye strain. 
Illustrations of small children are 
tied up with an appeal to parents 
to try Verd-A-Ray. Each ad car- 
ries the offer of a descriptive four- 
color folder, free to those who 
send a postcard to the company. 

Distributors and dealers are be- 
ing told that Verd-A-Ray justifies 
promotion, with medical journals 
reporting the findings of research 
authorities which back up the ad- 
vantages claimed in Verd-A-Ray 
advertising copy. The new con- 
sumer series mentions available 
research data, and points out that 
the lamp has been widely used in- 
dustrially. 

Gere Burns, Advertising, 
handles the account. 


Two Join Monk 
Rowland Laughlin, formerly ad- 
vertising and sales promotion 


manager of Hammond Instrument 
Company, Chicago, has joined the 
executive staff of Howard H. 
Monk & Associates, Rockford, IIl. 
W. E. Christopher, formerly in the 
production department of Black- 
ett-Sample-Hummert, has joined 
the production department of the 
Monk agency. 


Guardian Uses Ads 
for Annual Report 


Guardian Life Insurance Com- 
pany, New York, last week used 
600 and 300-line ads in about 52 
newspapers in 47 cities where it 
has agencies, for its second war 
year report to stockholders, sub- 
stituting the paid advertising for 
its usual direct mailing to stock- 
holders in order to conserve paper 
and ease the burden on the postal 
system. Four business publica- 
tions will also carry the Guardian 
report to executives. Buchanan & 
Co., New York, is the agency. 


Appoints Peck Agency 
Modern Foods, Newark, N. J., 
manufacturer of X-Pert Ginger 
Bread Mix and X-Pert Devil’s 
Food Mix, nas named Peck Ad- 
vertising Agency, New York, to 
handle its account. Schedules 
have been released to newspapers 
in 20 markets, supported by a 
campaign in business publications. 


Don't miss the WGN ad 
on page 41 ... the boss 
is doing the series .. .« 
watch for ‘em! 


Send for FREE 


“HUMOR: WARTIME AD. 


VERTISING WEAPON” 


333 N. MICHIGAN AVENUE 
CHICAGO 1, ANDOVER 3337 
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Heads S. A. Group 


Manuel M. Mortola of J. Walter 
Thompson Company’s Buenos 
Aires office, has been elected pres- 
ident of the Asociacion Argentina 
de Agencias de Publiciadad. Mr. 
Mortola was formerly advertising 
manager of General Motors Ar- 
gentina. 


Elected by Four A’s 


Stockton - West - Burkhart, Cin- 
cinnati, and Ambro Advertising 
Agency, Cedar Rapids, Ia., have 
been elected to membership in the 
Four A’s. 


Langan to Aitkin-Kynett 

Don Langan, for 14 years with 
Newell-Emmett Company, han- 
dling contact and copy on the 
Chesterfield account, has joined 
Aitkin-Kynett Company, Philadel- 
phia. 


Perkins Joins ‘Look’ 

Albert R. Perkins, manager of 
the program writing staff of CBS, 
New York, has resigned to join 
Look, New York. 


Boots Aircratt 
to Sponsor New 
Show on Mutual 


New Caanan, Conn., Feb. 8.— 
Boots Aircraft Nut Corporation 
will sponsor a new series of vari- 
ety programs entitled “‘Wide Hori- 
zons,” starring Eddie Dowling, 
beginning Feb. 27 over 33 stations 
of the Mutual network. 

Heard Sundays from 4 to 4:30 
p.m., EWT, the program, originat- 
ing in New York, will emphasize 
the role aviation plays in the 
progress of the war. Casey Jones, 
noted World War I ace and avia- 
tion expert, will be a regular fea- 
ture of the show. In addition to 
discussing important developments 
in aviation, he will interview 
noted aviation personalities each 
week. 

This is the first national net- 
work program to be sponsored by 
Boots, which has been running a 
campaign in consumer publica- 
tions and business papers. Cecil 
& Presbrey, New York, is the 
agency. 


Gets Hancock Account 


McCann-Erickson Company has 
been appointed to handle adver- 
tising for John Hancock Mutual 
Life Insurance Company, Boston. 


Jones to Ketchum 


J. T. Jones, formerly with Young 
& Rubicam, has joined the staff of 
Ketchum, MacLeod & Grove, Pitts- 
burgh, as an account executive. 


Cairns Opens Branch 


John A. Cairns & Co., New York, 
has opened a branch office at 12 
Norfolk St., Cambridge, Mass., in 
charge of Graydon Smith. 


Joins Dundes & Frank 


Frank W. Nye, for the past 
seven years advertising director of 
Simplicity Pattern Company’s 
publications in New York, has 
joined Dundes & Frank, New York, 
in an executive capacity. 
1932 to 1935 Mr. Nye was vice- 
president and ad director of the 
Family Circle. 


From | 


Three Join Foley 


John W. Hardt, formerly with 
several Philadelphia agencies, has 
joined the creative staff of Richard 
A. Foley Advertising Agency, 
Philadelphia. Pauline Wood, for- 
merly with Curtis Publishing 
Company, and Quentin Jaxon, for- 
merly with RCA Victor Division, 
have joined the art department of 
the agency. 


NEW IDEAS FOR SALE 


We can clip all, or typical, business 
paper advertisements and editorial 
articles that will show themes for ad- 
vertising and publicity on products 
that are rationed or where high priori- 
ties limit their sale. Complete cover- 
age for industrial products, food prod- 
ucts, home furnishings, etc. 


Write for Booklet No. 20, “How 
Business Uses Clippings.” 


BACON’S CLIPPING BUREAU 


FARM GENERAL 
PAPERS * PAPERS © MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL. 
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New Arrow Series 
Awards War Bonds 


Hoboken, N. J., Feb. 8.—War 
bonds will be awarded for actual 
letters from service men accepted 
for publication in a new series of 
advertisements to be launched 
soon by Arrow Mfg. Company, 
manufacturer of decorative boxes 
and displays. Insertions will ap- 
pear in Modern Packaging and 
jewelry trade publications. 

Each advertisement will feature 
a letter which illustrates an ex- 
ample of the growth of mutual 
understanding and spirit of co- 


SALESMAN 


Advertising space salesman for eastern terri- 
tory with leading industrial business paper pub- 
lisher. Headquarters in New York. Permanent 
position serving industries of major war and 
post war importance. Salary and expense basis. 
Give age, draft status, sales background, tech- 
nical experience if any, and salary expected. 
Box 4583, ADVERTISING AGE, 330 W. 42nd 
St., New York 18, N. Y. 


operation among service men of 
all religious, racial, sectional and 
social backgrounds who are learn- 
ing to judge and accept their fel- 
low men under the stress of war- 
time circumstances. 

Ben Sackheim, Inc., New York, 
handles the account. 


Hudson Company 


Promotes Four 

Ralph L. Yonker, advertising 
manager of J. L. Hudson Company, 
Detroit department store, has been 
named publicity director, succeed- 
ing J. B. Mills, who has retired 
after 29 years with the company. 

Reuben Ryding was promoted 
from assistant advertising man- 
ager to advertising manager; Oscar 
A. Luke from assistant display 
manager to display manager, suc- 
ceeding Charles F. Wendel, who 
has retired after 28 years with the 
company; and John T. Chandler 
from advertising copy chief to 
assistant advertising manager. 


Names O'Sullivan 

J. E. O’Sullivan, for the past 
seven years with Grit Publishing 
Company, has joined the Chicago 


office of Pathfinder. 


Jones to Cockfield 


Arthur F. Jones, formerly with 
Walsh Advertising Company, has 
joined the creative department of 
Cockfield, Brown & Co., Toronto. 


Canada Maps Loan Drive 


The Canadian National War 
Finance Committee is preparing 
plans now for the 6th Victory Loan, 
which will open in April. Objec- 
tives are to step up the number 
of individual investors and to raise 
the average contribution over past 
loans. Daily and weekly news- 
papers and other publications are 
expected to be able to handle a 
large volume of sponsored adver- 
tising despite newsprint rationing. 


AFA Admits Six 


The Advertising Federation of 
America, New York, has admitted 
to membership the Corn Belt Farm 
Dailies and Station WAAF, Chi- 
cago; Clarion-Ledger, Jackson, 
Miss.; Eddy-Rucker-Nickels Com- 
pany, Cambridge, Mass.; Geyer- 
Cornell & Newell, Inc., and the 
Sperry & Hutchinson Company, 


New York. 
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tatives Available,” 30 cents a lin 
eash with order. All other 
rates): % in., $2.75; 1 to 3 in., $4 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 


classifications 


e, minimum charge $1. Terms 
(single insertion 
.75 per inch. 


HELP WANTED 


HELP WANTED 


SS 


Ina Buying Mood 


They can BUY $437,925,000 worth of FOOD 
at the 21,750 food stores in WTAM’s Primary 
Area. They can BUY $54,050,000 worth of 
DRUGS and COSMETICS at WTAM’s 1,876 
Drug stores. They can get the habit of asking 


for your product by 


brand name and maintain 


* your SALES in the vital Northern Ohio market. 


per Housewife. 


CLEVELAND - 


vr REPRESENTED BY NBC SPOT SALES vy 


Millions stay tuned to the 


National Broadcasting Company 
It’s a National Habit 


They can and DO listen most to WTAM Cleve- 
land. Keep them listening to YOUR advertising 
on WTAM. The daytime COST is only $.000073 


America’s No. 1 Network 


A Service of Radio 
Corporation of America 


Assistant Advertising Manager 
Expanding advertising department 
of large Chicago manufacturer in 
interesting field seeks capable as- 
sistant with copy, layout and pro- 
duction background. House organ 
experience desired but not essential. 
Exceptional opportunity for ad- 
vancement. Write in confidence giv- 
ing complete details, age, draft 
status, experience and salary ex- 
pected. 
Box 4578, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS OPEN 
Copy Chief and Copywriters 
Market Research 
Adv. Mers. and Asst. Adv. Mgrs. 
Art Directors 
Space Buyers and Space Sales 
Production Men 
Layout Artists and Illustrators 
Radio Directors 
Editors and Asst. Editors 
Sales Promotion Men 
Salaries for above positions range 
from $2,400 to $15,000 a year. 
No obligation to register. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, Ill. 


One of the Middlewest’s best news- 
papers is looking for an advertising 
manager. 


The man sought will be versatile 
and well experienced in both local 
and national advertising and willing 
to be a working executive. 


The community offers pleasant liv- 
ing conditions at average price lev- 
els. Please write and give full de- 
tails about yourself including 
expected salary. All correspondence 
confidential. 

Box 4573, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Sales Promotion Man. Important 
network station which will add FM 
and Television services offers excel- 
lent opportunity for man with some 
advertising experience ... the more 
the better. But ideas and applied 
energy are the most important. 
Good salary. Write in detail. 
Box 4571, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Wanted: Industrial Copywriter 
A leading Pittsburgh Agency has 
opening for all-around copy-contact 
man with experience accent on in- 
dustrial or technical accounts. Ex- 
cellent opportunity with progressive 
organization. Write fully, give sal- 
ary requirements, do not send sam- 
ples. Confidences respected. Our 
organization. knows of this ad. 

Box 4570, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. — Chicago, Ill, 


Wanted Editor with experience and 
training in Horticulture as assistant 
to Managing Editor of leading fruit 
magazine. Permanent position and 
opportunity for advancement. State 
age, experience, draft status and 
salary expected. 

Box 4577, ADVERTISING 
100 E. Ohio St., Chicago 11, [ll 
Secretary to Sales Manager of Chi- 
cago manufacturing concern. A \ert, 
efficient girl with direct mail expert. 
ence required. Ability to write own 
letters, handle all secretarial duties, 
Job with future. State salary, age, 
education. 
Box 4560, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 


POSITIONS WANTED 


ADVERTISING & SALES PROMO. @ 
TION MAN, 13 years experience Los @ 
Angeles, 3 years nationwide. Age 
38. Qualified on pioneering, competi- 
tive or retentive sales problems, 
Skilled in creative advertising for 
food or heavy industry. In midwest 
for interview until March 1. Henry 
Adam Morse, 3327 Lindell, St. Louis, 


Creative Copywriter 
Versatile, seasoned agency man with 
excellent all-media background in 
national food, home furnishings and 
shoe accounts. University graduate, 
age 34, 4F, married, Protestant. Re- 
sponsible, enthusiastic—fine to work 
with. $6000-$7500. 

Box 4579, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING AND SALES 
EXECUTIVE 


Fifteen years outstanding selling 
record ... products... newspaper 
space ... car cards. Five years as 
media buyer and agency contact 


man. Qualified to represent highest 
type publication. Conduct manufac- 
turer’s sales department or media 
buyer. 

Bex 4572, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL 


Secretary to Executive. Capable 
stenographer. Tactful, courteous, 
neat and efficient. Wants position 


as secretary to advertising execu- 
tive. Salary $45 per week. 
Box 4568, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL. 
Woman wants writing job with live 
agency. Journalism graduate, mag- 
azine sales promotion, agency expe- 
rience; good radio commercials, 
Box 4569, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVE AVAILABLE 
PUBLICATIONS WANTED: Estab- 
lished publisher desirous of increas- 
ing his string of trade paper publli- 
cations will consider outright 
purchase of existing magazines. 
Give full details covering field, lo- 
cation, size and circulation. 

Box 4558, ADVERTISING AGE 

100 E Ohio St., Chicago 11, IL. 


Wi dvanced 

Rob t Wier Jr., sales manager 
of the’Winchester Repeating Arms 
Company, division of Western 
Cartridge Company, East Alton, 
Ill., ‘has been“~named sales man- 
ager of the ammunition division 
of the parent Western organiza- 
tion. “He will direct and coordi- 
nate sales activities of both West- 
ern’s ammunition division and the 
Winchester division, with head- 
quarters in New Haven, Conn. 
George M. Davis, acting sales 
manager of Western at East Alton, 
has been named executive assist- 
ant to Mr. Wier, with headquarters 
in East Alton. 


Curtis Publishing Boosts 
Hueston, Adds Two 


Michael J. Hueston, formerly on 
athe advertising sales staff of The 
Saturday Evening Post in the Phil- 
adelphia office of Curtis Publish- 
ing Company, has been named 
head of advertising sales in the 
Boston office of Country Gentle- 
man. 

Carl L. Walker, formerly New 
York representative of Modern 
Hospital, Hospital Yearbook and 
the _Nation’s Schools, has joined 
the Country Gentleman staff in 
New ‘York, and Winfield Foster, 
formerly westegn manager for Air 
News, Air Te and Flying, has 
joined the advertising sales staff 
of Country Gentleman in Chicago. 


Names H. M. Johnson 


Harold M. Johnson of Conde 
Nast Publications has been elected 
governor of the Lantern Club of 
Boston, which is comprised of New 
England resident representatives 
of leading consumer magazines. 
He succeeds Shedd Vandenberg of 


Palmer to Eshleman 


Clarence R. Palmer, formerly 
with Ivey & Ellington, has been 
named head of plans and media 
for Benjamin Eshleman Company, 
Philadelphia. 


Join Cary-Ainsworth 

Al W. Little, advertising and 
sales promotion manager of Rol- 
lins Hosiery Mills, Des Moines, Ia, 
for 15 years, and for the past year 
director of publicity and organiza- 
tion in Iowa for the War Produc- 
tion Board, has joined Cary-Ains- 
worth, Inc., Des Moines, as an ac 
count executive. Fred A. Reed, 
formerly publicity and public Té= 
lations director of Stations WJJD 
and WIND, Chicago, also has § 
joined the agency. 


Thoroughly Experienced 
Copy Writer 
Wanted 


Large St. Louis manufacturer offers 
splendid opportunity for man oF 
woman with wide experience in pre 
paring copy and layouts for magazines 
and direct mail including pamphlets 
folders, etc. Only applicants 
proven ability will be considered. At- 
tractive salary with future limited only 
by your value to our company. 

is an unusual opportunity for “tor 
notch” copy writer to become assoc 
ated in an important capacity with & 
large, aggressive company that is still 
growing rapidly. Replies, which will 
be held in confidence, should gi¥® 
complete information as to your °*xP® 
rience, education, age — your pre 
salary or the salary you desire, ote 
Our employees know of this advertise 
ment. 


Box 4582, Advertising Age, 100 E. Obie 


Time-Life. Ernest H. Roberts of 
Good Housekeeping been 
named secretary-treasurer. 


Street, Chicago (11). 
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BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, Ill. 


Advertising Age 
100 East Ohio Street 
Chicago 11, Illinois 


Advertising Age: Please enter m 


subscription for one year and send me a bill for $2.00. 


Title 


Company 


Address. 


City and State- 


ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 
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S. Rubber 
Manning to Sell 
luto Accessories 


New York, Feb. 9.—Looking 
ead to the postwar era and rev- 
utionary changes in. marketing, 
merchandising and distribution of 
products, U. S. Rubber Company 

planning to help independent 
ire dealers meet the competition 
ff “company-owned” stores by 
jistributing automotive accessories 
hrough its independent outlets, 
sccording to R. W. Collings, east- 
rn sales manager, who addressed 
» meeting of distributors here to- 


"However, Mr. Collings said that 
hile the company will expand its 
ines in related equipment, it will 
ot follow the plan of some tire 
anufacturers and offer “variety 
store franchises.” oo 
Realizing there is a growing con- 
ern among independent distribu- 
ors over the large’texpansion of 
ompany-owned stores with wide 
erchandise lines, Mr. Collings 
Maid that since the beginning of the 
ar his company has conducted a 
ufvey of tire store operations. The 
esult of this survey, he indicated, 
ed to the company’s decision to 
pxpand the selling activities of its 
enters in items related to auto- 
for $2,00Mnobiles, and he added that by 
pring the company will have an 
automotive accessories “blue book” 
in the hands of distributors. 
Among the lines which the com- 
pany will help dealers carry “as 
soon and as logically as we can,” 
he listed electrical equipment, 
wheel services, cooling system 
parts, lubrication parts and mis- 
cellaneous accessories. Citing spe- 
cific articles in electrical equip- 
ment, he named light bulbs, 
battery cables, voltage regulators, 
uses, and spark plugs. 
To enable dealers to have shops 
which can offer all the services 


le 


Chicago 11 


“BACK HOME 
AGAIN IN| 


Indiana industry is truly 
decentralized. Almost 
every medium and small sized 
city has one or more _ 
producing war material. 


Tanks, trucks, ammunition and 
other war equipment are roll- 
ing off the assembly lines. 


Food production from fertile 
farms is at an all time high. 


Small - city - Indiana families 
have money to spend—more 
than ever before—and time 
to read their daily news- 
Paper. 


In 26 prosperous Indiana 


cities that paper is a member 
of the 


INDIANA LEAGUE 
of 
HOME DAILIES 


For information phone or write 


__SCHEERER & CO. 
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which must accompany such sales, 
the tire company is now working 
with equipment manufacturers to 
determine the most efficient equip- 
ment that can be had for such ex- 
pansion, Mr. Collings said. U. S. 
Rubber will give the dealers the 
benefit of its purchasing depart- 
ment “where logical” in the ac- 
quisition of such equipment. 


Appoints Nichols 
Maurice W. Nichols has been 


named eastern advertising man- 
ager of the Ideal Women’s Group. 


Insignia Hails 
Wisconsin as 
Dairy Capital 


Madison, Wis., Feb. 10.—The 
Wisconsin dairy industry this 
week prepared for wide distribu- 
tion of its new insignia bearing 
the slogan, “Wisconsin — Dairy 
Capital of the World,” a position 
it hopes the state will achieve af- 
ter the war. 

The slogan is imprinted in red 


and black across a yellow outline 
map of Wisconsin super-imposed 
upon a blue map of the world. 
Acting Governor Walter S. Good- 
land dispatched the first letters 
carrying the new emblem in the 
form of mailing stickers. Test 
mailings to sound public reaction 
were made, with results described 
as very favorable. 

Mailing seals made from the 
new four-color insignia are being 
distributed by Bert S. Gittins, Ad- 
vertising, Milwaukee, originator of 
the design. Seals will be made 
available, with approval of the 


state Department of Agriculture, 
to Wisconsin companies, industries, 
associations and societies. 


Le Roi Appoints Meyers 

Alfred A. Meyers, formerly with 
the advertising staff of A. O. Smith 
Corporation, has been appointed 
advertising manager of Le Roi 
Company, Milwaukee. 


KHUB Joins Blue 
Sta‘ion KHUB, Watsonville, Cal., 
has become affiliated with the Blue 


Network. 


N AT 


The Pacific Coast is just 1,352 
miles long as the crow flies. It 
takes a lot of radio stations to 
cover that much territory. 


Every important market on 
the Pacific Coast is surround- 
ed by mountains 5,000 to 15,000 
feet high which are a barrier 
to long range broadcasting. 


Each year the people out here 
spend$13,000,000,000—and that 
ain’t hay—$3,714 per family if 
you really want to know. Fur- 
thermore, the Pacific Coast 
leads all other regions of the 
U.S. in per capita income. 


Half of the Pacific Coast retail 
sales are made outside of the 
counties in which the reg- 
ular Hooper rated cities 
are located! That surprises 
you, doesn’t it? 


D 


ON'S GREATES 


A special Hooper survey (the 
largest ever made on the Pa- 
cific Coast )shows that inmany 
of the markets outside Los An- 
geles, San Francisco, Portland 
and Seattle 60% to 100% of the 
listeners are tuned to Don Lee. 


Only Don Lee, with 34 stations 
can give you complete Pacific 
Coast coverage. In fact,if your 
radio program isn’t released 
over Don Lee, a lot of Pacific 
Coast families can’t hear it no 
matter how good it is. 


More than 9 out of every 10 
Pacific Coast families live 
within 25 miles of a Don Lee 
station—no other network can 
make that statement. 


*in other words, you can’t get your full share of the 
Pacific Coast’s $13,000,000,000 unless you buy Don Lee. 


THOMAS S. LEE, President 
LEWIS ALLEN WEISS, Vice-Pres., Gen. Mor 
5515 MELROSE AVE., HOLLYWOOD 38, CALIF 


Represented nationally by John Blair & Co 
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Pushes Kimsul as 
Over-the-Counter 
ltem for Dealers 


Neenah, Wis., Feb. 10.—Kimsul 
insulation for attics, which has 
been promoted successfully during 
wartime as a fuel conservation 
aid, will be featured in an ex- 

ded 1944 campaign of the Kim- 
rly-Clark Corporation as an 
over-the-counter item for dealers, 
and a product which home owners 
can install themselves without 
difficulty. 

Because of the lightness and 
compactness of the product, de- 
partment stores and other retail- 


ers who have never before sold 
home insulation materials are now 
carrying and featuring Kimsul. 
While distribution through build- 
ing material dealers and other 
standard outlets is likewise under- 
going expansion, the development 
of the product as a retail package 
item is expected to play an impor- 
tant part in still further increasing 
Kimsul sales, 

Like other Kimberly - Clark 
products, Kimsul is being given 
the benefit of heavy advertising 
support. Among magazines in 
which the copy will run are 
American Home, Better Homes & 
Gardens, House Beautiful, House 
& Garden, Household, Liberty and 
Sunset. 


Shows Ease of Operation 


Typical copy is headlined, “How 
to insulate your attic yourself 
with 1/5 the leg work,” and illus- 


Discoverer 


Find New Sales Possibilities 


Today and Post-War > a 


in WWL-Land 


Use WWL—only medium you need 


The Deep South is booming— 
diversifying — building right 
now for long-time prosperity 
—an opportunity for sales of 
every product. 


WWL combines clear, strong 
signal through five states with 
proven listener-loyalty. Use 
WWL, the standout station in 
this part of the nation. 


ORLEANS 


50,000 WATTS 
CLEAR CHANNEL 


THE GREATEST SELLING POWER 
CBS Affiliate—Nat'l Represe 


IN THE SOUTH'S GREATEST CITY 


ntatives, The Katz Agency, Inc. 


How to insulate your attic yoursell 
with ¥%5 the leg work 


Here's why work seven exten 


EASY JOB—The simple operations in- 
volved in installing Kimsul insulation 


for attics are illustrated in this new 
magazine copy. 


& PRODUCT OF CLASH 


trations show how easy it is to 
apply the material to open spaces 
in attics. “Wrap your postwar 
home in a blanket of Kimsul,” is 
another line which appears in the 
advertising, all of which is cou- 
poned for the benefit of dealers. 

In addition to increased con- 
sumer advertising, Kimsul is sup- 
ported with an extensive campaign 
to distributors and dealers, em- 
phasizing the market which: is 
being built through advertising to 
the public and playing up the 
advantages to dealers of selling a 
compact insulating material over 
the counter. A home owner, it is 
pointed out, can pick up and take 
home enough Kimsul for complete 
insulation of his attic. 

Increased advertising is also 
being put back of Kimsul creped 
wadding, a packaging material 
which is being used at present 
almost entirely for war purposes. 
Its use in a great variety of indus- 
trial applications is featured for 
postwar purposes in a long list of 
business and industrial publica- 
tions, while the copy is likewise 
appearing in Nation’s Business, 
U. S. News and Dun’s Review. 

Kimberly-Clark advertising of 
its line of book papers is devoted 
to stressing the essentiality of 
paper for all business and indus- 
trial uses, as well as in wartime, 
when it is an indispensable prod- 
uct. It is pointed out in one 
advertisement, for example, that it 
takes more miles of paper than 
steel rails to run a railroad. THe 
campaign is slanted to emphasize 
the necessity for conservation of 
paper by all business users. 

Foote, Cone & Belding, Chicago, 
is the agency for the Kimberly- 
Clark Corporation. 


J. I. Case “43 Farm 
Expenditure $165,000 


Through an error in tabulation 
made by Publishers’ Information 
Bureau, expenditures of J. I. Case 
Company in farm papers during 
1943 were listed in the tabulation 
appearing here last week as 
$308,112. 

According to Western Advertis- 
ing Agency, Racine, Wis., which 
handles the Case aceount, actual 
expenditures for this company in 
the farm press during 1943 were 
$165,000, which is about 10% 
above the $144,470 credited to this 
company by Publishers’ Informa- 
tion Bureau for 1942. 


Gets Clarion Account 


Agency Service Corporation, 
Chicago, has been appointed to 
handle the account of the Warwick 
Mfg. Corporation, Chicago. Maga- 
zines, newspapers, trade publica- 
tions and direct mail will be used 
to promote the postwar sales of 
the company’s line of Clarion 
radios. The agency, headed by 
Earl E. Sproul, recently opened 
offices at 105 W. Monroe St. 


MacFarland to Grove 


Gene B. MacFarland, formerly 
with the St. Louis Globe - Demo- 
crat, where he originated the 
“Food Inventory Study,” has been 
named director of the newly cre- 
ated marketing research division 
of Grove Laboratories, St. Louis. 
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Macfadden Pushes 
Hamburger Mix in 
Eastern Markets 


New York, Feb. 10.—Bernarr 
Macfadden, 76-year-old health 
faddist and veteran publisher, who 
formed the V-Production Corpora- 
tion in 1942 to market several 
health products (AA, Oct. 19, 42), 
has started a new advertising cam- 
paign for 99 brand meatless ham- 
burger mix, with initial large 
space copy breaking in two news- 
papers in Scranton, Pa., and one 
in Binghamton, N. Y., where radio 
is also being employed. 

Ads are scheduled to appear two 
and three times weekly, with the 
product carrying the Macfadden 
endorsement. Copy aimed at 
housewives who are plagued with 
problems of supplying their fami- 
lies with war-rationed meat plays 


adding “beat the meat shortage by 
serving this entirely different dish 
tonight.” 

George B. Davis, sales manager, 
who joined the company last 
March, and whose association with 
Mr. Macfadden goes back to the 
time when he served as sales man- 
ager for all Macfadden publica- 
tions when Mr. Macfadden still 
headed the organization, told 
ADVERTISING AGE that the name of 
the product will soon be changed 
to Vita-burger and that an ex- 
panded ad campaign in newspa- 
pers and radio is being planned to 
break about mid-March. 


Uses Vitamin Appeal 


The change in name is being 
made (1) to capitalize on the im- 
pression in the public mind of the 
word “vitamin”; (2) to overcome 


up the qualities of the product, port 


sales resistance in such outlets 
chain drug stores, where jt ; 
planned to market the prod 
once the name is changed, in aq, 
dition to grocery outlets. 

New copy is being prepared fy 
Vita-burger, which will run ; 
newspapers in Detroit, Chicagy 
Pittsburgh and Philadelphia, x 
well as Scranton and Binghamp 
ton, with 400-line units being em, 
ployed once weekly and smalle 
space daily. Also, radio spot ang 
participation programs will sy 
plement the publication copy. 
First of the V-Production Co, 
poration products to receive pry 
motion when the company ws 
formed was the Bernarr Macfad 
den shoe, designed by Mr. Ms 
fadden and manufactured and dis 
tributed through outlets of th 
Douglas Shoe Compa Initi 
copy appeared in five cities. Th 
second item scheduled for pm 
motion was Mealene, 


Douglas still markets the Mag 
fadden shoe, while Mealene, no 
packed in one-poynd units, is sti 
given substantial advertising sup 


Roland G. Herbert, Mr. 
fadden’s son-in-law, who too 


Corporation at its inception, is p 


ger of Macfadden’s Physical Cy 
Macfadden’s new operation 
1942, also has left. 

H. C. Morris & Co., New Yor 
poration account. 


‘School Shop’ Moves 
Effective Feb. 15, School Sho 


Trytten. 


blende 
cereal of pancake and muffin flow 


over as president of V-Productio; 


longer with the company. Stanle 
Hunter, formerly promotion mana 


ture magazine, who joined Mr 


handles the V-Production Cor 


will occupy new and larger quar- 
ters at 330 S. State St., Ann Arbor, 
Mich. E. W. Hunt, formerly with 
the OPA in Cleveland, has been 
named advertising manager of the 
magazine, succeeding John M 


Advertisi 


Demo 
Office 
Senal 


(Con 
ters of ine 
would hi 
charge of 
war prob’ 

The c< 
the Office 
collect in 
tories th 
contract 
complete 
ewned p 
can be u: 

tion, and 
value. 


Com 


A com 
ernment 
handling 
was alsc 
form pr 
mination 

® In ha 
the com 
the new 
the pro 
goods so 
economi 
not dist 
being us 
sible, tk 


be sold | 


which 


OFFICIAL U. 8. NAVY PHOTOGRAPH 


THIS CROWD LOOKS LIKE 


MILLION 


Official Navy figures place the payroll 
of the Corpus Christi Naval Air Train- 
ing Center at $61,000,000 per year. 
That's more than $5,000,000 per month 
paid to officers, cadets, enlisted men 
and civilian personnel of the World's 
Largest Air Training Station, most of 


is spent right here in Corpus 


Christi. 


And the Navy is just one asset of Texas 
up-and-coming sixth city, covered eX 
clusively and completely by the 46,000 
circulation of the .. . 


Corpus Christi Caller-Times 


REPRESENTED BY THE TEXAS DAILY PRESS LEAGUE 
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the Office of Demobilization should 
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Demobilization 
Office Urged by 
Senate Committee 


(Continued from Page 1) 
ters of industrial reconversion, and 
would have deputy directors in 
charge of units handling each post- 


that 


collect information about the fac- 
tories that would be affected by 
contract terminations; conduct a 
complete survey of government- 
ewned plants to determine which 
can be used for peacetime produc- 


value. 
Complete Inventory Urged 


A complete inventory of all gov- 
ernment property and plaris for its 
handling, storage and disposition 
was also suggested, as were uni- 
form procedures for contract ter- 
mination and filing of claims. 

In handling surplus property, 
the committee recommended that 
the new agency make a study of 
the problem of marketing the 
goods so as to secure their greatest 
economic use and at the same time 
not disrupt the economy. While 
being used as economically as pos- 
sible, the committee pointed out, 
the surplus goods must not be 
forced on the market in quantities 
greater than the civilian market 
can absorb. Those which could not 
be sold at home without disrupting 
the economy should be _ sold 
abroad, the committee suggested. 

“Where practical, surplus goods 
should be sold in quantities that 
will permit their acquisition by 
small purchasers,” the committee 
said. “Methods of sale that will 
permit these goods to fall into the 
hands of speculators should not be 
used, but wherever possible they 
should be distributed through 
regular distributive channels.” 

In settling contracts, the com- 
mittee said “conventional pre-au- 
dits are utterly impractical,” so it 


Suggested that the comptroller 
general “be relieved of any re- 
sponsibility for pre-audits.” To 
guard further against delay, the 
report stated “it should be made 
perfectly plain that the settlements 
a: upon can only be upset for 
raud.” 


Consider Canadian Program 


_ Meanwhile officials viewed with 
interest a Canadian program for 
disposal of surplus property which 
will include machinery for secur- 
ing unified action in Great Britain 
and the United States on the same 


WANTED: 
Advertising Manager 


By large National Advertiser 


Nationally known and long 
established firm seeks man with 
ample experience as an adver- 
tising manager in directing the 
advertising and merchandising 
ef a nationally distributed 
Product. An execitive with a 
firsthand experience in securing 
local dealer cooperation in tie- 
Up newspaper and store dis- 

y- The man we want must 
resourceful executive, cre- 
in own right, fully fa- 
milicr with markets and all 
forms of media, and capable of 
helping to shape firm's sales, 
trade and public relation poli- 
cies. Must have personality 
and be a forceful speaker, able 
to sell his ideas to our execu- 
tives as well as our sales rep- 
resentatives. Salary and ad- 
Yancement entirely dependent 
— man’s own qualifications. 
lease confine application to 
letter only. All replies will be 
®pt absolutely confidential. 
Our staff knows of this adver- 
tisement. Box 4580, Advertising 
mak W. 42nd St., New York 


problem, The Crown assets alloca- 
tion comniittee was established to 
determine probable amounts of 
surplus property and formulate 
policies for their retention or dis- 
posal. Actual sales will be through 
the War Assets Corporation Ltd., 
a new government corporation un- 
dg the Ministry ef Munition and 
Supply. 
According to a Department of 
Commerce report, this corporation 
will avoid a “fire sale” of govern- 
ment assets and will seek a com- 
promise between the necessity of 
maintaining full employment and 
“the right of the taxpayers to see 
that valuable materials bought 
with good hard Canadian dollars 
do not go to waste.” 

According to recent figures, 


Canada has about $821,000,000 in 
plant facilities and raw materials. 
Materials such as iron, steel and 
brass account for 26% of the to- 
tal, while 23% is ordnance, and 
another 20% chemicals and explo- 
sives. Business will exercise a say 
in the policymaking through in- 
dustry advisory committees. 


Bertch to Geyer, Cornell 


J. Widman Bertch, formerly 
with the War Production Board in 
Detroit and previously vice-presi- 
dent of Lee Anderson Advertising 
Company, has been named man- 
ager of Geyer, Cornell & Newell’s 
new office in Washington, D. C. 


Horse Meat in 
Dog Food Back 
on Market Again 


(Continued from Page 1) 
together with the recent change in 
the content of John Morrell & Co.’s 
Red Heart dog food (AA, Feb. 7), 
lent point to the contention that the 
host of dry dog foods which have 
made their appearance since the 
beginning of the war are not prov- 
ing too satisfactory a substitute 
for the meat products which they 
succeeded, and that most of them 
will probably return to oblivion 
once packaging and supply prob- 
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lems of the meat products are 
solved. 

Ken-L-Ration is in a particu- 
larly fortunate position with re- 
gard to horse meat, since its prod- 
ucts were at one time composed 
entirely of horse meat, a the 
company was said to have the 
largest horse farm in the world. 
Until recent years it has vigorously 
contended that horse meat is more 
appetizing, more palatable and 
more nourishing for dogs than any 
other type of meat. 


Keller Changes Name 


William H. Keller, Inc., Grand 
Haven, Mich., maker of pnet- 
matic tools, has changed its name 
to Keller Tool Company. 
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Noxzema Revives 
Barrymore Series 
on CBS Network 


Kreisler Signs for 


Five Concerts on 
AFP&T Program 


‘New York, Feb. 10.—Noxzema 
Chemical Company will bring 
“Mayor of the Town,” featuring 
Lionel Barrymore, back to the air- 
lanes starting March 11 over 56 
CBS stations. The program will 
be heard Saturdays, 7 to 7:30 
p. m., EWT, with repeat broadcast 
at 9 p. m., EWT, for the Pacific 
Coast. 

The program was formerly 
sponsored by Lever Brothers Com- 
pany, which dropped the show 
when it moved into a Wednesday 
night spot to launch a new series 
in behalf of Vimms, starring Frank 
Sinatra. 

The Noxzema show is taking over 
the spot on which CBS currently 
airs “The Man Behind the Gun” 
as a sustainer, a program formerly 
sponsored by Elgin National Watch 
Company. 

Ruthrauff & Ryan is the Nox- 
zema agency. 


Radio Lures Kreisler 


Fritz Kreisler, who for years has 
firmly refused to perform for the 
radio, has agreed to appear in a 
series of five programs this sum- 
mer on the “Great Artists” series, 
sponsored by American Telephone 
& Telegraph Company and heard 
Mondays, 9 to 9:30 p. m., EWT, 
over 125 NBC stations. 

The violinist said that his acqui- 
escence was based chiefly on “the 


many and increasing number of 
letters coming from the more 
isolated places of America, asking 
me to broadcast.” Another factor 
in Mr. Kreisler’s decision was the 
difficulties encountered in wartime 
traveling which necessitated a 
reduction in the number of his 
seasonal concerts, enabling him to 
give serious consideration to radio. 
His fee is reported to be $5,000 per 
broadcast. N. W. Ayer & Son 
handles the account. 


McK&R Show Set 


McKesson & Robbins will spon- 
sor a new audience-participation 
quiz show, tentatively titled “Stop 
and Go,” featuring Joe E. Brown, 
over the complete Blue Network, 
starting March 23. The program 
will be heard thereafter Thurs- 
days 10:30 to 11 p. m., EWT. Plans 
for the new show were announced 
last month by L. M. Van Riper, 
McK&R vice-president in charge 
of advertising, at a convention in 


Bridgeport, Conn., attended by 
company representatives (AA, 
Jan. 17). J. D. Tarcher & Co., 


New York, is the agency. 
Ivoryne Adds Outlets 


Gum Laboratories, Clifton 
Heights, Pa., will add 85 stations 
to its current hookup of 38 Blue 
outlets on March 18 for “Hello 
Sweetheart,” heard Saturdays, 
5:45 to 6 p. m., EWT, in behalf of 
Ivoryne gum, making a total of 
123 stations to carry the musical 
show. McJunkin Advertising Com- 
pany, Chicago, handles the ac- 
count. 


To Drop ‘Playhouse’ 


Philip Morris & Co. has decided 
to drop its drama fixture, the 
“Philip Morris Playhouse,” heard 
Fridays, 9 to 9:30 p. m., EWT, over 
CBS in favor of a comedy show, 
“It Pays to Be Ignorant,” which 
will feature Tom Howard and 
George Shelton. The last “Play- 
house” performance will be heard 
Feb. 18, with the comedy program 
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about PEORIAREA—a market to warm any 


Sales Manager’s heart. Above-average, steady 


FACTS 
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incomes, well-balanced between agriculture 
and industry. A market worth dominating— 
and dominated by WMBD. For better sales 
now—and postwar—don’t overlook PEORI- 


FREE & PETERS 
EXCLUSIVE 
NATIONAL 
REPRESENTATIVES 


~ Complete Coverage in PEORIAREA 


GOOD MARKET now | 


Won 


A BETTER MARKET when the War is 


taking over Feb. 25. The Biow 
Company handles the account. 


Carter Renews 


Carter Products has renewed 
“Jimmie Fidler’ on 157 Blue Net- 
work stations, effective Feb. 27. 
The renewal marks the third suc- 
cessive year that Carter has spon- 
sored the Hollywood columnist, 
who is heard Sundays 9:45 to 10 
p. m., EWT, in behalf of Arrid. 
Small & Seiffer is the agency. 


Sweets Company Renews 


Sweets Company of America has 
renewed “Dick Tracy” on the Blue 
Network. The super-sleuth is 
heard Mondays, Wednesdays and 
Fridays 5:15 to 5:30 p. m., EWT, 
on 33 stations in behalf of Tootsie 
Rolls and Tuesdays and Thursdays 
over 13 stations for Tootsie V-M 
milk fortifier. Duane Jones Com- 
pany is the agency. 


Adds Musical Talent 


W. A. Sheaffer Pen Company, 
Fort Madison, Ia., will start a new 
weekly half-hour series Feb. 13 
featuring the NBC orchestra, Curt 
Massey, baritone, and Upton Close, 
news commentator. Aired formerly 
as a quarter-hour program, the 
new show will be broadcast over 
the full NBC network Sundays 
from 2 to 2:30 p. m., CWT, as the 
“Sheaffer World Parade.” Russel 
M. Seeds Company, Chicago, is the 
agency. 


Moore Paint Returns 


Benjamin Moore Company, New 
York, paint manufacturer, will 
sponsor a new weekly 15-minute 
program over 54 NBC stations be- 
ginning March 4, 10:30 to 10:45 
a. m., EWT, marking the 15th sea- 
son that it has used radio to pre- 
sent a series of talks on home 
decoration as the spring house- 
cleaning and painting period ap- 
proaches. The account was placed 
direct. John Morrell & Co., Ottum- 
wa, Ia., which sponsors “Pet 
Parade,” is vacating the 10:30 
a. m. spot on 83 NBC stations with 
the conclusion of a 13-week cycle 
for Red Heart dog food. 


Names T. F. Conroy 


Thomas F. Conroy, Inc., San 
Antonio, Tex., has been named to 
handle the account of Acme Wire 
& Iron Works, San Antonio, which 
is introducing a new terracing ma- 
chine. Farm papers and direct 
mail will be used. 


Names Merrill Kremer . 


Merrill Kremer, Inc., Memphis, 
Tenn., has been named to handle 
the 1944 advertising of Orgill 
Bros. Company, Memphis whole- 
sale hardware organization. Busi- 
ness papers, newspapers and direct 
mail to dealers will be employed. 


Van Nostrand to B&B 


Roland Van Nostrand, formerly 
director of media for Ivey & 
Ellington, has joined the media 
department of Benton & Bowles, 
New York, as network time buyer. 
He is succeeded at Ivey & Elling- 
ton by Albert G. Graff. 


Joins Duane Jones 


Louise K. Tiedeman, formerly 
with Compton Advertising, New 
York, has joined Duane Jones 
Company, New York, as premium 
buyer and merchandising assistant. 
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SEE STARS—On hand at NBC's Chicago Parade of Stars exhibit at the Drake 

Feb. | were, left to right: Clifford Fitzgerald, Dancer-Fitzgerald-Sample; Walter 

Wade, Wade Advertising Agency; Joseph A. Ecclesine, NBC network promo. 

tion manager; E. C. Carlson, NBC central division advertising and sales pro. 

motion manager; Charles Hammond, NBC advertising and sales promotion 

manager; Niles Trammell, NBC president; Harry Kopf,. central division vice. 
president; and Frank Ferrin, Leo Burnett Co. 


Ad Men Told to 
Readjust Minds to 
‘Global Thinking’ 


Kansas City, Feb. 8.—Advertis- 
ing men will have to readjust their 
thinking to worldwide terms in the 
postwar era of international busi- 
ness competition, V. P. Conroy, 
traffic vice-president of Transcon- 
tinental & Western Air, Inc., told 
the Advertisers and Sales Execu- 
tive Club here yesterday. 


Advises Cosmopolitan Outlook 


“Advertising will be the bul- 
wark on which American industry 
will rely in creating a demand for 
American goods and services in 
world markets,” he _ declared. 
“This means that advertising men 
must adopt a cosmopolitan outlook. 
We will have specialists who know 
what will appeal to the peoples of 
foreign lands, and who will advise 
our industrialists on how to meet 
these needs.” 

Emergence of aviation as a glo- 
bal transport medium, bringing all 
the nations of the world closer to- 
gether, and the greater under- 
standing and friendliness between 
America and her allies as a result 
of their joint war effort, will bring 
American business the greatest 
opportunities in its history, Mr. 
Conroy averred. “When we find 
ourselves only 12 hours from Rio 
de Janeiro and 16 hours from 
Cairo,” he said, “American busi- 
ness men are going to see trade 
opportunities that never existed 
before. They are going to do 
something about it.” He warned, 
however, that Americans “can ex- 
pect foreign competition in every 
foreign market.” 


Reputations Come First 


Predicting that the immediate 
postwar world will continue to be 
a seller’s market because of the 
great backlog of surplus funds in 
war bonds and other savings, Mr. 
Conroy asserted: “The first job of 
advertising will be to establish and 
maintain reputations for reliable 
merchandise, courteous service 
and fair dealing. Instead of de- 
signing our advertising to grab off 
the cream from this _ piled-up 
wealth waiting to be spent, we 
must do more long-range planning. 
When the surplus funds have been 
spent, the selling type of advertis- 
ing will come back into its own.” 


‘E squire’ to Use 
2nd Class Rate 
Until Court Rules. 


Washington, D. C., Feb. 10.—The 
Justice Department and Esquire 
agreed today that the publication 
shall continue to use the mails at 
second class.rates until the federal 
district court here rules on the 
legality of an action by Postmaster 
General Frank C. Walker, rescind- 
ing its second class privileges. 

The agreement was made when 
it became clear that the court 
would not be able to rule o 
Esquire’s plea for an_ injunction 
by Feb. 29, when Mr. Walker's 
ruling would go into effect. Under 
the pact, Esquire agrees to pay the 
difference between second and 
fourth class rates should the final 
ruling be against it. 

Next move in the Esquire case 
will be up to the Department of 
Justice, which is representing the 
postmaster general in court. The 
government still has nearly five 
weeks in which to reply to 
Esquire’s petition for an injunc- 
tion. The court ruling is expected 
in April. 


Chase Opens Office 


Barbara Chase, formerly special 
consultant to the A. N. Marquis 
publications, Chicago, and pre- 
viously advertising director of 
Goldwaters’, Phoenix, Ariz., has 
opened her own office, known 4s 
Barbara Chase, Advertising Coun- 
sel, in the 225 Ellis building, 
Phoenix. 


Names Lamb Agency 


Benj. C. Betner Company, De 
von, Pa., manufacturer of paper 
bags, has named James G. Lamb 
Company, Philadelphia, to handle 
its account. Business papers In 
the food processing and frozen 
foods fields will be used. 


Named WSB Manager 


John M. Outler, formerly com- 
mercial manager of Station WSB, 
Atlanta; has been named station 
manager. A regional radio con 
sultant for OWI, Mr. Outler has 
been on the NAB sales executive 
committee since 1941, and serv 
as chairman of the committee for 
1942-43. 
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1War Bond Ad Bill 
Faces Showdown 
in House Soon 


(Continued from Page 1) 


pers in accordance with the postal 
jaws and regulations and the stat- 
utes of most states. This amend- 
ment, in addition to limiting par- 
ticipation to papers which are 
jocal in character, also disqualifies 
Drake B class” papers, such as labor and 
fraternal papers, and free distribu- 


>rome- Btion papers. 
neh Treasury Renews Opposition 
Treasury officials, already deeply 


committed against the bill, re- 
——. § newed their opposition at hearings 
of the House appropriation com- 
3) mittee recently on the Treasury 
budget for the 1945 fiscal year. 
Questioned by Rep. Ludlow on 
the possibility of reducing non- 
defense expenditures, Secretary of 
the Treasury Morgenthau took the 
opportunity to remind the com- 
mittee of his letter to Sen. Harry 
S. Byrd, chairman of the commit- 
tee to investigate government ex- 
penditures, opposing the Bankhead 
advertising bill as a waste of 
money. 
“If the Congress of the United 
States feels charitable,’’ Mr. Mor- 
genthau said, “I would rather that 


).—The 
csquire 


court they would appropriate that 
ile on money to a more useful purpose. 
unctiong They are proposing to do it for the 
ralker’s@ Purpose of helping in the sale of 
Under @ War bonds, but we do not need it 
vay the for that purpose because the news- 
d° and@ Papers, merchants and manufac- 
.e fing turers of this country have given 

us all the advertising we need.” 
re case Replying to Mr. Morgenthau’s 
1ent off§ assertion that the war bond ad- 
ing the vertising would be “a number 1 
t. The§ boondoggle,” Rep. Mahon pointed 
ly five out that hundreds of small news- 
oly tof papers have ceased publication. He 
injunc-§ defended the Bankhead bill as an 
cpected§ effort by Congress to keep those 
papers operating so “they might 
continue to do their work for the 

war effort.” 

Asserting that merchants in 
_.@ Small towns have bought advertis- 
special ing in greater proportion to the 
larquis® size of the paper than in some big 
1 ~ papers, Mr. Morgenthau declared 
tor Pi “as the head of the Treasury De- 
a. partment, I do not need the as- 


sistance of $15,000,000 of paid ad- 


advertising allowances of the War 
Department, charging that large 
papers and magazines were full 
of advertising paid for by the tax- 
payers through cost-plus-fixed-fee 
contracts. “If the Treasury thinks 
the big newspapers should be shut 
off from the subsidies, that should 
be done, and they should all be 
put on the same level,” he de- 
clared. 


Quality Oft, So 
Designation of 
Brand Is Changed 


Minneapolis, Feb. 10.—Because 
the products control department 
of General Mills believes that 
wartime conditions make it im- 
possible to maintain former high 
standards in some lines, the com- 
pany’s Larro feeds will hereafter 
appear without the familiar “farm- 
tested” tagline. 
Instead, Larra feed packages 
will carry this notation: 
“This feed represents our sin- 
cere effort to give you the best 
value under present conditions.” 
And no effort is being made to 
make the change quietly. On the 
contrary, dealers and consumers 
are being especially notified of the 
change, with the additional infor- 
mation that all feeds will continue 
to be tested at General Mills’ De- 
troit research farm, but that they 
will not again be labeled “farm- 
tested” until ingredient shortages 
and government restrictions per- 
mit a return to top quality. 
General Mills’ products control 
department has adopted a general 
policy under which it asserts that 
if and when it becomes impossible 
to maintain former standards in 
any line, that brand should be 
dropped for the duration, or con- 
sumers should be apprized of the 
facts. 


Gillin Reelected 


John J. Gillin Jr., president and 
general manager of WOW, Omaha, 
has been reelected district director 
of the National Association of 
Broadcasters, for a two-year term. 
He represents the NAB Tenth Dis- 
trict. 


Joins McCann-Erickson 
Jessica West, formerly adver- 
tising executive with Elizabeth 
Arden and fashion director of 
Julius Kayser & Co., has joined the 


Coun-§ vertising.” 


writing staff of McCann-Erickson, 


Rep. Taber opened an attack on New York. 
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IN THE DETROIT AREA 
promises big things! Booming industry, fat pay- 
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tion which, at 800 kc., gives you the largest cover- 


Union Guardian Bldg., Detroit 


live wire 5,000 watt sta- 


Gerber Series to 
Feature Newly 
Designed Cartons 


Fremont, Mich., Feb. 10.—Ger- 
ber Products Company, manufac- 
turer of baby foods, has scheduled 
three separate campaigns in na- 
tional magazines, newspapers and 
grocery trade publications to an- 
nounce that it is now marketing 
its baby cereals in newly-designed 
packages, and that its chopped and 
strained baby foods are now avail- 
able in glass containers. 

Beginning with March issues, 
four-color half pages will be used 
in Ladies’ Home Journal, McCall’s 
and Woman’s Home Companion to 
announce and illustrate the rede- 
signed packages—a red carton for 
strained oatmeal and a blue one 
for cereal food. In addition, the 
company’s regular list of 23 gen- 
eral magazines will be used to fea- 
ture the new packages. 


Baby Food in Glass 


Color ads in business papers 
have already appeared telling the 
trade that the new package de- 
signs will help grocers build more 
attractive and colorful displays to 
sell both cereals and will make it 
easy to distinguish one cereal from 
the other at a glance. The business 
paper copy further points out that 
customers will get the news 
through full-color ads in leading 
women’s magazines. Tying in with 
the ad is the offer of a new dis- 
play piece to grocers. 

Employing large-space units in 
a list of 24 newspapers in the met- 
ropolitan New York area, Gerber 
this week launched a staggered 
schedule for its chopped and 
strained baby foods, heretofore 


packaged in tin, to announce that 
these products are now available 
in glass. 

Federal Advertising Agency, 
New York, handles the account. 


THERIAN C. LEMON 


Chicago, Feb. 8.—Therian C. 
Lemon, 47, account executive with 
Campbell-Mithun, Inc., since last 
Dec. 1, died today in the Evans- 
ton Hospital after a month’s ill- 
ness. He formerly sales 
manager of the Purity Bakeries 
Corporation here. 


A. L. RICHMOND 


Mount Carmel, Ill., Feb. 8.— 
A. L. Richmond, publisher of the 
Mount Carmel Republican - Reg - 
ister, died Feb. 5 at the age of 72. 
As a young man he worked for the 
Herald, Rochester, N. Y., and was 
owner of the Standard, Sterling, 
Ill. A son, A. M. Richmond, now 
is in charge of the Republican- 
Register. 


MRS. BERNICE C. BOST 


Chicago, Feb. 8.—Mrs. Bernice 
C. Bost, 42, formerly editor and 
publisher of “Tower Town Topics” 
and several other Chicago com- 
munity and club magazines, died 
Feb. 4. The former wife of Wil- 
liam Dale Bost, president of the 
Orange Crush Company and the 
Bost Toothpaste Company, New 
York, she was a commentator on 
various women’s radio programs. 


J. FRANK DUFFY 


Rochester, N. Y., Feb. 8.—J. Frank 
Duffy, 68, advertising counsel 
for the Gannett Newspapers since 
1932, died here today. Joining the 
New York Telegram as an adver- 
tising salesman in 1902, Mr. Duffy 
later was associated with several 


advertising agencies, including 
Smith & Thompson. In 1907 he 
joined the John Budd Company, 
becoming president in 1926. In 
1930 he was named advertising 
counselor to the News, Dallas, Tex. 


J. F. TROW JR. 


Washington, D. C., Feb. 8.— 
John F. Trow Jr., 34, chief of the 
Office of War Information psycho- 
logical warfare branch’s basic 
news operations in Bari, was killed 
last week in a fall during a black- 
out in Bari, the OWI overseas 
branch has announced. 

Before joining the OWI over- 
seas branch in July, 1943, Mr. 
Trow had been principal informa- 
tion specialist for the OPA in 
charge of campaigns on automo- 
tive and fuel oil rationing. Prior 
to this he was associated with 
several advertising agencies. 


FERDINAND F. PLOGER 


Rockville Centre, L. I., Feb. 8. 
—Ferdinand F. Ploger, 52, for the 
last 20 years with the Audit Bu- 
reau of Circulations, New York, 
died here at his home after an 
illness of three years. 


CHARLES K. BROWN 


Staunton, Va., Feb. 8.—Charles 
Kenneth Brown, 51, vice-president 
and general manager of the Leader 
Publishing Company, publisher of 
the News Leader and Evening 
Leader, died Feb. 6 of a heart at- 
tack. 


CBC Changes Outlet 


Station CJOR, Vancouver, has 
been selected as the outlet in that 
city for the new Dominion net- 
work of the Canadian Broadcast- 
ing Corporation, replacing CK WX. 
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A YOU have a story to tell, a product to sell, then tell it, 
sell it, in Florida, the Empire of the Sun! 


You'll find a receptive audience in Florida, for new workers, 
new industries, have put Florida's buying power on a round- 
the-calendar schedule . . . and it's way up! 


From one month to another, the gains have mounted steadily 
upward - - in payrolls, population, and purchasing power. That 
power, nourished by the Victory effort, will flourish in the 


To tell your story well, consider now this “rich new market” 
covered by Florida's three great daily newspapers. They mold 
the buying habits in Florida's three major markets with their 
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ahead. Now’s the time to build your future in the Empire 


Natignal Representatives 


ILLE, FLORIDA TIMES-UNION, 


4, 1 | | 
a 
| 
a 
< on . 
y, De- ‘S24 te "2G 
ler has \ 3 
ecutive ) - 
«MIAMI 
MUTUAL BROADCASTING SYSTEM | R. J. Bic Pacific Coas tec, A.S. Grant, Atl. 


Boston’s 


ALL-DAY 
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...is the only Boston Newspaper bring- 


ing its readers such a star-spangled galaxy cae 
of top-flight columnists and commentators - 
as: Walter Lippman, Dorothy Thompson, is 


Ernie Pyle, Fletcher Pratt, Ernest K. Lind- it 
ley, Jay Franklin, Samuel Grafton, John — 
Lardner, Henry McLemore, Ed Sullivan, 
Dorothy Dix, Grantland Rice, Polly Webster, . 


Helen Lombard, Stanley Woodward, John a 
Steinbeck and others. 3 


* All comics, editorials, columns, cartoons and other features appear in A.M. Grose and in P.M. Grose. Result: top 


morning reader coverage — top evening reader coverage —practically no duplication. 


The Boston Globe 


MORNING . EVENING + SUNDAY 
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GIRLS or WOME 
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has aa wey hatp Hem special problens 
Member of the}. & P. Contes Chavk's QED Famaly 


CROWN wi ZIPPERS 


are ways better 


VERSATILE—This half-page ad in Jan. 
31 Life is the opener in a new cam- 
paign by Crown Fastener division of 
Spool Cotton Co. which will concen- 
trate on business papers in the lug- 
gage, canvas goods, aviation and rub- 
ber accessory fields. Insertions in Life, 
only consumer magazine on the sched- 
; ule, will appear once monthly. Kenyon 


a7 mS & Eckhardt is the agency. 
COOD NEALTIWFUL MILK FIGHTS FOR 


FREEDOM! GET MINE AT YOUR STORE 
OR FROM YOUR BORDEN MILKMAN! 


TRE MOST ESSENTIAL JO8 FOR 
EVERYONE TO KEEP ON BUYING 
WAR BONDS. WHO KNOWS? . 


JHE BOND YOU BUY MAY SAVE A BOY! 


itt Borden's —. . | 
it’s got to be good! 


LD FASHIONED—is what Borden's Elsie calls her husband for his “woman's 

ce is in the home” notions, in this ad scheduled to break in newspapers of 

Chicago area Feb. 19. In addition to her other war activities Elsie has 

non this womanpower campaign to sell women on the essentiality of jobs 
in food stores, restaurants and drug stores. (Story on Page 14.) 


MANKIND! 


STEPHEN MOVLTON BABCOCK 


E FOUGHT FOR ALL 


uf 
a The 
cities throughout Canada. 
Berne Foods 


‘AMERICAN DAIRY 
ASSOCIATION 


UTRITION RESEARCH 


Orialized in 
text Points out 


plished by Stephen Moulton Babcock is me- 


includes the importance of milk. (Story on Page 35.) 


“USE YOUR OWN COUPONS /* 


SEAL SALMON 


PRODUCT OF THE CANADIAN FISHING CO. LTD. | 


FREE—Cadby Downs is one of the Walter Thornton models, whose picture is 

among those offered free to service men. Newspaper copy featuring the pin- 

ups will appear once a week in New York dailies for a period of five months. 
(Story on Page 34.) 


now 


DISNEY HUMOR—features this car card for The Canadian Fishing Co., Vancouver, B. C., scheduled fo appear in all major 
Release of a quantity of canned salmon for the first time in two years makes this “available 
now" message possible. The Vancouver office of Cockfield, Brown & Co. handles the account. 


NO WONDER 
THERE'S 


for katest UTTLE cartoon im af your favorte theatre 


this full-page magazine copy by American Dairy Association. A WARTIME PRODUCT STORY—laughs included, is being told for Kleenex by Little Lulu in a new series of half and third- 
that “his priceless gift. . . the knowledge of food for more page color strips in Puck—the Comic Weekly and 15 independent comic papers. Foote, Cone & Belding, Chicago, handles 
tbundent life” the account. (Story on Page 6.) 
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Atlanta, Georgia 
Charleston, §. Carolina 
Columbia, S. Carolina 
Columbus, Georgia 
Corpus Christi, Texas 
Dallas, Texas 
Galveston, Texas 
Houston, Texas 
Jacksonville, Florida 
Miami, Florida 
Mobile, Alabama 
PHOENIX, ARIZONA" 


San Texas 
St. Petersburg, Florida 
San Diego, California 


Tampa, Florida 
Washington, D.C. 


THERES BUNCH OF 
MARKETS WORTH / : 
CULTIVATING 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence & Cresmer Co. 


THE POST-WAR ERA! 


*J. Walter Thompson Co. Metropolitan Designati 


DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Co. 
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